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IN COMING ISSUES 


UST how much is actually known about radio 

advertising, even by those who pose as experts? 
Sometimes, we think actual knowledge is very 
small indeed. That is why we have asked one of 
our best writers to survey this important field. He 
will present his conclusions very soon, probably 
next month. 

Dr. Winter, whose articles have attracted such 
favorable attention, has sent in another manu- 
script on a subject very much in the limelight at 
present. Watch for this article. 

Perfume extracts to be successful have to be 
made right. Another manuscript from abroad 
gives some valuable hints on this subject. It was 
written by Dr. Paul Jellinek and it will appear 
soon. 

Meanwhile. the regular features will be con- 
tinued. Advance plans on them certainly look 

unusually attractive. 
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Adverse Price Maintenance Report 


Federal Trade Commission Prepares Statement of its 


Findings and Recommends No Legislation 
Be Passed at This Time 


ASHINGTON, July 12.—What may virtually 

amount to a death blow at hopes of 

facturers that resale price maintenance by con- 
tract might become a legal practice occurred recently 
when the Federal Trade Commission completed a re- 
port to Congress on the subject with a recommenda- 
tion that no legislation permitting this practice be 
passed at present. It is considered certain that Con- 
gress will not move in op- 
position to the commission’s 


manu- 


recommendation. 

The report itself will not | 
be available for several 
weeks, having just 
sent to the public printer, 
but in its present form it 
contains hundred 
type-written detail- 
and 
charges 
fluctua- 
One 


been 


several 

pages 
studies of 
merchandising 
which show wide 
tions in retail profits. 
of its deductions is that 
the general profit margin 
on widely advertising prod- 
ucts is 


ing costs 


less than on non- 
advertised competing lines, 
but that volume of sales of 
the latter. 

The principal conclusions of the 
official summary of its 
lenghty letter of transmittal which also was made 
available for publication. The detailed report will not 
be issued until Fall. The most vital finding of the 


commission on an almost 


the former far outstrip 


commission were 


included in an report and a 


universal study was sum- 
marized as follows: 

“Volume of sales of nationally advertised articles 
is generally greater than that of lower priced, less well- 
known competitive goods, while costs to retailers of 
equal quantities of the same commodities are greater 
for advertised than for non-advertised brands. 


i) 
or 





“For 


store 


a group of 10,000 price quotations for drug 
articles, comparison shows that average cost 
prices of nationally advertised articles were greater 
than those of competing wares specified by the retailer, 
but selling prices were not higher in the same propor- 
tion so that the percentage margins on the nationally 
advertised goods were lower.” 
The report stated that the same general conclusion 
was reached as_ regards 
other lines 
of merchandise, but the 
finding regarding drug 
store sales was considered 
pertinent for 
readers of this article, in- 
asmuch as drug stores are 
a principal outlet for per- 
fume 


almost all 


especially 


and 
case 


manufacturers 
distributors. In no 
was the report, so far as is 
now known, concerned with 
individual brands, but only 
with groups of 
handled by specialized store 


articles 


groups. 

A change in opinion of 
manufacturers as to price 
maintenance was noted by the commission, which con- 
trasted its present findings with those in a report is- 
sued in January of 1929. It pointed out that in the 
earlier per cent of 849 manufacturers 
queried favored resale price maintenance, but that in 
the latest survey only 29 per cent of 691 who accom- 
panied their replies with financial data expressed the 


report 69 


same preference. It was noted, however, that whole- 
salers were “almost unanimously in favor of resale 
price maintenance.” 


The chief foes of the practice were found to be 
chain stores and department stores, but the report em- 
phasized the rarity of a practice, generally credited 
to chain stores, of actually cutting some prices below 






































































































others. 
recommenda- 


cost in order to entice trade from 


The commission found impracticable a 
tion that it permit price fixing by distributors on a 
basis guaranteeing a fair profit and approved by the 


away 


commission, but added: 

“The manufacturer may and often does control the 
prices for which his goods are sold, by retaining owner- 
ship and responsibility for price risks up to the final 
sale to the ultimate but to give him, by 
special enactment, a like control after the goods have 
passed out of his ownership, thereby discounting his 


consumer; 


responsibility for mercantile risks, would not only seem 

inconsistent, but would be erroneously assuming this 

to be a simple method of disposing of the problem.” 
Chain Store Prices 

Two separate paragraphs in the main report which 
are of considerable interest to merchandising experts 
follow: 

“Concerning the contention that drug chains sell 
leader merchandise at less than cost, the chains sold 
twenty-six of the forty-three nationally advertised 
articles (reported on) on margins insufficient to cover 
average operating reported by four drug 
chains for 1927. On the other hand, the independent 
druggists reported expenses averaging 27.3 per cent of 
sales in 1927, and on this basis sold eleven of the forty- 


expenses 


three nationally advertised articles at average prices 
which would not yield a profit above average expenses.” 

“Data obtained from independent drug and grocery 
stores and from chain systems indicate that the growth 
of the chain systems reporting, measured in terms of 
sales, was much greater than that of the independents 
reporting.” 

The most detailed summarization of findings, aside 
from the aboye quotations, was contained in a brief 
section of the letter of transmittal accompanying the 
report, which read: 

“The variation of operating expenses and of mar- 
gins of profit from dealer to dealer within the same 


class of retailers is highly pertinent to the resale- 
price-maintenance quotation, because the fixing of 
a resale price practically involves fixing the gross 


margin to be obtained by the dealer on the price- 
maintained article. Such a resale price would have to 
be fixed with due regard to the needed margins of 
the retailers (and also of the wholesalers, 
handled by them) but the question as to what margin 
would be reasonable for a given article is hardly demon- 
strable as a matter of accounting, because the average 
margin required for a reasonable profit, especially for a 
retail store, depends on the results for many commodi- 
ties which individually may have quite different mark- 


where 


ups. 
“The ratio of operating expenses to sales for the 319 
retail druggists making returns for 1927, for example, 
ranged from 7 to 56 per cent, with an average of 27 
per cent, so that the problem of an appropriate margin 
of a fixed resale price evidently is not simple even for 
the more typical articles handled. Fixed at the average 
mark-up, it would obviously be excessive for some re- 
tailers and quite inadequate for others, and further- 
more would not take into consideration varying costs 
of handling slow-moving and fast-moving items that 
constitute varying proportions of sales volume.” 
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Trade Commission Activities 


N° new complaints or orders affecting perfumers, 
L or manufacturers of essential oils or flavoring 
extracts were handed down by the Federal Trade Com- 
mission during the past month, 

Aside from the activities of the 
itself, however, a new development of. considerable in- 
terest appeared in the granting by the Supreme Court 
of the United States to the Solicitor General permis- 
sion to file a motion for modification of its judgment 
in the Raladam Company case, in which the Supreme 
Court ruled that acts of the commission must be limited 
to cases in which there is restriction of competition 
in trade. The motion will be heard in the Fall. 


Answers Filed 

The Northam Warren Corp. and the Elby Extract 
Co. both filed replies to complaints pending against 
them, making, with the inclusion of a pending case 
involving Helena Rubenstein, Inc., three important 
cases awaiting decision. The summaries of these cases 
follows: 

The Northam Warren Corp., charged with using paid 
testimonials to create unfair competition in the sale 
of “Cutex” products, denied the charge that authors of 
testimonials were not constant users of its products, 
and added, in part: 

is Any and all testimonials or endorsements 
which have at any time heretofore been published by 
the respondent as advertisements or advertising mat- 
ter accepted by the respondent in good faith as 
true and accurate statements of the facts therein con- 
tained . . and that respondent has never had any 
cause or reason to doubt the truth and accuracy of said 
statements and all of them, but believes them to be 
true, and alleges that all said statements are true in 
fact.” 

The Elby Extract Co., charged with mislabeling its 
products through printing the address of “Grasse, 
France,” on some of them, together with the name, 
“Eugene and Joseph Fréres,’” and with mislabeling its 
product “Bouquet 3M.E” through stating that it was 
aged in wood, flatly denied these allegations. 


Trade Commission 


were 


Pending Matter 


There remains undecided a complaint against Helena 
Rubenstein, Inc., that company, 
the customary allegations in alleged price- 


fixing practices through resale price agreements with 


denied by which 


charges 


retailers. 
Protest on Toilet Boxes 
J. E. Bernard & Co., Inc., New York, in 
172539-G, claimed that toilet boxes in chief value of 
surface coated paper with a hinged lid having a mirror 
on the inside with insets or loops for the insertion of 


protest 


a stick of mascara and a small brush, and classified at 
50 per cent ad valorem under paragraph 230 of the 
Tariff Act of 1922 should be returned for duty at 5 
cents per pound and 20 per cent ad valorem under 
paragraph 1305. 

Justice J. Sullivan in T. D. 15975 sustained the 
claim in accordance with stipulation of counsel and on 
the authority of Park v. United States (T.D. 43965). 
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“Periwinkle” Line of M. Stein Cosmetics 


YHE M. Stein Cosmetic Co., a unit of Stein Cos- 

7 metics Company, Inc., New York City, has de- 

veloped a complete new line of cosmetics known 

as “Periwinkle.” “Periwinkle Not A Wrinkle” is the 

slogan and is incorporated on the label in connection 
with the trade name. 

In developing this line thought was given not only 
to the perfection of the products but considerable time 
and consideration was devoted to securing an attrac- 
tive package and label. The color scheme finally de- 
cided upon is black and red on a silver background. 

The creams, consisting of eight—cleansing, founda- 
tion, tissue, pore, liquefying, cucumber, and wrinkle 
are packaged in white jars with red and silver tone 
tops. The top proper is of red with “Stein’s Peri- 
winkle” embossed across the center. A silver tone 
side-band forms a neat trimming. The label is of 
silver with a red band across the center. The name 
“Stein’s” and the product is printed in black on the 
silver and the trade name in silver on the red. A back 
label on each jar tells of the particular effect de- 
rived from the use of these creams. In addition to 
these creams there is a liquid cream. Two of the 
creams, the cleansing and foundation, are also pack- 
aged in convenient size tubes, which prove very useful 
for traveling. 

The liauid products of the line are put up in sub- 
stantial transparent glass bottles with red plastic 
tops, and the label of red and black on silver. 

At the left of the accompanying photograph may be 
seen the powder box which is carried out in the same 
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silver, red and black. The round box is covered with 
silver paper and has a red and silver top fitting inside 
the box. The dusting powder in a box somewhat larger 
than the face powder is of similar design. 

To complete the line is a full set of make-up items. 
The compacts are effected in both the solid and the 
loose powder. The different shades of powder are 
blanche, naturelle and rachel powder with medium 
rouge; and ochre powder with raspberry rouge. This 
compact is effected in a novelty octagonal shaped silver 
plated case with a face of red, black and silver enamel. 
The rouge compacts are round silver tone cases with 
the red top. The eye shadow and cream rouge are 
similar but of smaller size. The mascara comes in 
an oblong, nickel-plated vanity with the cake, brush, 
and mirror, and also the eye shadow. The lipstick 
also carries out the color scheme, having a red base 
and a silver tone top. 

In addition to these items Stein has also developed 
two beauty kits, the one a silver and black paper 
covered box containing seven special sized items, 
cleansing cream, foundation cream, face powder, lip 
stick, astringent balm, skin lotion and compact rouge. 
The other, a black leatherette traveling kit with gray 
silk moire lining, mirror and brass fittings, contains 
the cleansing cream, foundation cream, tissue cream, 
face powder, lipstick, astringent balm, skin lotion, 
cream rouge, eye shadow, rouge compact, puff and 
cleansing tissues. 


The company is distributing this line through de- 
partment and drug stores throughout the country. 
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The Passing Show of 31 


Some Current Trends of Toiletry Merchandising 









and Their Relation to Present Conditions 


by Leroy Fairman 


HE sultry solstice of summer, as Longfellow called 
it, is a good time to sit under a large umbrella 
and observe the passing show, making such mild 
observations concerning it as are unlikely 
to start too argument And 
the passing show, in so far as most lines 


heated an 


of business are concerned, moves so 
languidly that keeping an eye on its ac- 
tivities is a very simple matter. 

With this thought in mind, I happened 
to run across a shrewdly pertinent com- 
ment on the toiletry 
business. It department 
in The New Yorker called “On and Off 
the Avenue,” written by a sprightly 
young woman who ineffectually disguises 
her identity under the initials L. L. Here it is: 

“In the first place, there are all those cosmetics 
hanging around waiting to be tried out. Six months 
behind I am about those, and never a chance to catch 
up, with all the others pouring in. All of them have 
such highly specialized functions for killing time be- 
tween breakfast and a dinner date, too. If you have 
been in the glare of the sun twenty minutes or less, use 
Eye Opener Aphrodite No. 1; if minutes or 
over, Eye Opener Aphrodite No. 2 is your dish. There 
are hundreds of suntan oils to help me get over the red 
stages after sitting in the sun on that West Forty-fifth 
Street beach. 
habitually lean on tables and are thereby so disfigured 
their own won’t speak to them in public; 
there are astringents to make the back of the knees 
glamorous. I have so many sweet-smelling bottles and 


present trends in 
appeared in a 


twenty 


There are elbow creams for those who 


mothers 


jars kicking around that my pals are mad with envy. 
But just try and find a jar of cold cream and a bit of 


ornery face powder in the place. I have to go out 
and buy those, just like you and you and you. Oh, 
the pain of it! 

“Anyway, me as loves good wine and fast horses 
shouldn’t be compelled to spend my time pouring over 
pores, measuring each and every one daily to note 
whether the shrinkage is as advertised. I hear tell 


that fresh air is going on all the time, but I am sup- 
posed to perch for hours in a pink room being patted 
by complete strangers. 

“Another trial is explaining to the various merchants 
of New York that good goods are as important to me 
as good wrappings. They call up to tell me that they 
have a dandy new room done by Joseph Urban that I 
must see. I say I don’t like their clothes. They say 
what of it, the room is Modern. On another occasion, 


I say Heavens, what an awful perfume! It smells 
just like old, worn-out shad roe. How captious you 
are, say they. Looka looka, the pretty bottle. And, 


more than that, great walloping bottles, with hand- 
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some crystal stoppers, occasional!ly.come into this office. 
That-new Haywire perfume, or something. So I open 
them for a critical sniff, and discover that the beautiful 
shell holds nothing but water. I’m sup- 
posed to tell you good people that the 
perfume must be swell because the bottle 
is so pretty. No wonder my shoulders are 
tooped by all this responsibility.” 
for a permissible percentage 
of exaggeration, L. L.’s description of con- 
ditions on her own premises quite neatly 
fits the state of affairs in the toiletries 
market, as evidenced in shop windows and 
the advertising pages of the magazines. 
it is doubtful if there ever were a time in 
the many 
new and novel types of products were placed before the 
consumer as during the past few months. 

Another interesting evidence of this fact is to be 
found in the pages of THE AMERICAN PERFUMER. In 
those columns devoted to pictures and descriptions of 
new packages, you will run across scores of new items, 
some of which are novel indeed. In the June issue I 
found such interesting newcomers as a_ special 
cream for thin-skinned women, special perfumes for 
blondes and brunettes, a strawberry cream mask (pos- 
sibly used to “keep kissable’), a pore opener (I should 
think a combined opener and closer would be an enter- 
taining toy), an eye muscle oil, makeup eliminators, 
undertones, and a special nose cream. 

Most of these specialties found their way into print 


Allowing 


history of cosmetics when so 


as additions to an established line now undergoing the 
process of repackaging. The 
them thus understandable: a manufacturer 
engaged in the laudable task of giving his line a new 


appearance of some of 


becomes 


suit of clothes would logically take that opportunity 
to dress and present any additions to the family which 
he believed were needed to strengthen and round out 
This account for the little 
the market at the but not for 
all of them; not, it is fair to say, for many of them. 

Of course no manufacturer in full possession of his 


his line. may some of 


strangers on moment, 


senses would start in business with nothing but a nose 
cream or a strawberry cream mask and expect to clean 
up a fortune; the highest potential sale for such prod- 
Nor do I believe that any more 
than a small minority of these specialties have been 
added to their makers 
actual knowledge that they will meet a considerable 
public requirement, and that they are therefore neces- 
sary, or even judicious, additions to the present family. 


ucts is much too small. 


established lines because have 


- My belief is that the appearance of so many of these 
rather queer specialties is due to a sort of fad; one of 
those follow-my-leader crazes which so often attack 
the toilet goods industry—as witness the solid perfume 
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fiasco and the equally disastrous sun- 
tan epidemic. It seems as if a whole 
lot of manufacturers, noting the eye 
muscle oils and nose creams of their 
competitors, had summoned their 
chemists in hot haste, and demanded 
something equally novel and unheard- 
of for their own lines. This may prove 
that they are right up to the minute 
and on their toes, but in most cases it 
isn’t likely to prove anything else. 

There are two sides to this big family 
idea. There are many good business 
reasons why a complete line of prod- 
ucts, a treatment, if you like, works out 
well. It spreads out the overhead, the 
selling and advertising costs, so that 
one product, or a very few, doesn’t have 
to carry so heavy a burden of expense. 
It provides subordinate items for 
“deals,” if the manufacturer is addicted 
to that form of merchandising. It 
makes a more impressive window and shelf display. 
It keeps in line that class of consumer trade that 
likes to use a full line of toiletries of the same brand, 
the same odor. 

On the other hand, we have all seen lines that were 
all clogged up with items—sometimes dozens of them 
—that never amounted to anything—that practically 
“died-a-bornin’.” They are the result of mistaken 
zeal—of bright ideas gone wrong. Nobody figured 
out, at the start, whether there existed enough de- 
mand for them to make their manufacture a winning 
venture; or, if there were a present demand, whether 
it would in all reasonable probability be a permanent 
one. There are shiploads of these abortions all over 
the country, taking up expensive room in manufactur- 
ing plants, jobbers’ warehouses, and on retailers’ 
shelves. And the amount of time and money that has 
been, and still is, expended upon unsuccessful attempts 
to foist them upon an unwilling public, is a sin and 
a shame. 

Are many of the present crop of specialties equally 
ill-judged, and doomed to the same fate? Very likely. 

One wonders why, of all times, the recent past has 
been chosen as a favorable period in which to market 
these specialties. Novelties, oddities, and experiments 
sell best when there is plenty of money in circulation. 
Women with fat rolls of bills in their purses read the 
announcements of new products with avidity; when 
they see them in the shops they yield without a struggle 
to the impulse to buy and try them. And if they hap- 
pen to like them, they will go on buying them without 
a thought of the cost. 

The past year has not been precisely that kind of a 
time. Most women have found the roll of bills much 
thinner than it used to be, and there have been more 
one dollar bills in it than tens and fives. The bare 
necessities of the toilet-—the taleum and face powaer, 
the creams, lotions and shampoos, have been a suffi- 
cient strain on the purse without dipping into it for 
such highly refined specialties as nose creams and 
strawberry cream masks. Having got along quite 
nicely without these dainty novelties in the past, why 





& Essential Oil Review 





ios 


ve 
ey 4 4444 4 


AN ATTRACTIVE WINDOW BY GENE PALMER 


go to all the expense of buying them when every penny 
is needed for necessities? This, without doubt, has 
been, and still is, the attitude of the average con- 
sumer toward all toilet products except those which 
she believes necessary to her bodily comfort, and to the 
preservation of the health, beauty and youthfulness 
of her skin and hair. 

If, under present conditions, women were buying 
the numerous novelties and specialties offered, their 
dressing tables would resemble Miss Long’s premises, 
with all those “sweet-smelling bottles and jars kicking 
around,” but lacking “a jar of cold cream and a bit 
of ornery face powder.” But as the slow return of 
prosperous conditions has not as yet made it possible 
for the average consumer to buy the new and fascinat- 
’ with- 
out sacrificing far more important things, we would 
feel quite certain of finding in her home the old 
familiar cold cream and face powder. 


ing boxes and jars and “great walloping bottles’ 


If the market were fully saturated with these 
familiar necessities to the modern toilet, that fact 
would in a measure explain this flood of highly spe- 
cialized toiletries. We could imagine the manufac- 
turer as saying, “Well, the public is now absorbing 
all the powders, creams, rouges and other staples that 
it can possibly consume. The saturation point, if not 
reached, is so closely approached that selling any more 
staple products is too hard, too expensive. So I'll get 
busy and put out a lot of altogether novel specialties— 
an elbow cream, a knee astringent and a couple of 
eye-openers. I'll open up an altogether new market, 
and show a fine increase in sales while my competitors 
are barely holding their own.” 

3ut the market for staple toilet products has not 
even been properly cultivated, to say nothing of satura- 
tion. There are still many millions of women in this 
country who use no toiletries to speak of, and who 
take a mistaken and ill-founded pride in that fact. 
Surely it should be easier to sell these women the 
staple toilet articles which they know are deemed in- 
dispensable to the great numbers of women who now 
use them, than it is to create a new market for spe- 
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cialties of very limited usefulness and unproved, prob- 
lematical 

The generally speaking, can 
only a certain amount of sales effort, and expend only 
Effort and 
advertising put behind novelties and experiments sub- 
tract just that much from the total, and leave just that 
much less for the old tried and true staples. ‘This, 
at present, doesn’t sound like good business. 


consumer acceptance. 


manufacturer, exert 


a certain amount of money in advertising. 


When the movement of cash is toward the savings 


banks and not to the stores, it is hard to sell mer- 
chandise of any kind. Extra effort is required to 
move the necessities of life. Hence advertising ex- 


penditures should be along the lines of least resistnace; 
those goods should be pushed which are easiest to sell 
—goods which the consumer regards as necessities, or 
finds it a hardship to get along without. 

It seems to the man under this particular sun um- 
brella that any 
should be very wide in its 


product introduced nowadays 


application; if it is for the 


new 


Perfumes at French Exposition 
The French Colonial Exposition, now being held in 
Paris, has attracted much favorable attention there and 
is considered to have been a considerable stimulus to 
The perfumery industry occupies a large 
section of the exposition and numerous tastefully ar- 


business. 


ranged booths display the products of this important 
group of industrialists. Among the prominent houses 
represented are: Roger & Gallet, Rigaud, Gilot, Lubin, 
Piver, Pinaud, Biette, and raw materials by Roure 
Bertrand Fils & Justin Dupont, L. Givaudan & Cie., 
Lautier Fils, Antoine Chiris, and P. Robertet & Cie. 

A photograph of the interesting display of Roure 
Bertrand Fils & Justin Dupont appears in the trade 
note section of this issue and we hope to be privileged 
to publish photographs of some of the other displays in 
coming the 
Revue des Marques, has published a handsome survey 


issues. In conjunction with exposition, 
of the perfume section with illustrations and the press 
has given a large amount of space to the activities of 
the exposition. 

It is 
Aromatic Plants is being held in conjunction with the 
Colonial July 16. 


There are two exhibitions of perfume plants, one of 


announced that an International Congress on 


Exhibition in Paris opening on 
French and French colonial botanicals held during the 
period June 15 to 30, and one of foreign botanicals to 
be held from July 16 to 21, while the Congress is in 
(1) 
scientific and technical papers relative to the chemical 
constitution, and extraction of essential 
and factors affecting them; (2) presentations relative 


session. Discussion at the Congress will include 


vields, oils, 
to the organization of the collection of wild plants and 
recent progress in cultivation and the aspects of na- 
tional cultivation from commercial and technical view- 
(3) plans for the 
and commercial 


employment of 
nomenclature, systematic 


points ; 
botanical 


proper 


statistics of production in all countries to alleviate 
overproduction problems, and possibilities of the crea- 
tion of a Central International Bureau on production 
and consumption. 
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skin it ought to cover about all the skin there is, in- 
stead of the nose, the knee, or behind the ears. Ther 
may be, among the present flock of specialties of 
limited which are so outstandingly and 
magically efficient that they will command a wide and 
profitable sale, but I should dislike to bet my money 
on them. 

When the clouds of depression are completely rolled 
away, and the sun of prosperity again shines forth 
in all its brilliance, the man who will be in best position 
to enjoy and profit by it will be the man who has, 
during this dismal interlude, bent every effort to ex- 
tend the distribution and enhance the popularity of 
his staple, best selling brands. 


use, some 


And when women are 
again running around in circles seeking new ways to 
spend their money, such a man can have a lot of fun 
inventing and exploiting novelties and specialties to 
tickle the feminine fancy. He can afford it, and if 
none of his pets goes over with much of a bang, it 
won’t matter so very much. 


Coming Conventions 

National Hairdressers & Cosmetologists Association, 
Schroeder Hotel, Milwaukee, Wis., Aug. 11 to 14, 1931. 

American Association of Cosmeticians and Hair 
Artists, Hotel Sherman, Chicago, Aug. 17 to 19, 1931. 

American Chemical Society, Buffalo, N. Y., Aug. 31 
to Sept. 4, 1931. 

Beauty Industries Manufacturers Association, Hotel 
Astor, New York City, Oct. 5 to 7, 1931. 

American Bottlers of Carbonated Beverages, Dallas, 
Tex., Nov. 9 to 13, 1931. 

National Manufacturers of Soda 
Dallas, Tex., Nov. 9 to 13, 1931. 

Fourth National Symposium of the American Chem- 
Yale 
1931. 


Water Flavors, 


ical Society, Sterling Chemistry Laboratory of 
University, New Haven, Conn., Dec. 28 to 30, 


Protest on Shampoo 
The American Shipping Co., et al., New York, in 
protest 415616-G, claimed that merchandise classified 
non-alcoholic toilet preparation at 75 per cent 
ad valorem under paragraph 62 of the Tariff Act of 
1922 should be returned for duty at 15 or 30 per cent 
under the same paragraph, at 25 per cent under para- 

graph 5, or at 20 per cent under paragraph 1459. 
Justice J. McClelland, in T.D., 16742, held from the 
testimony that these articles, “Teer” hairwash and 
“Schaumpon,” are designed for and actually used in 
shampooing or other treatment of the hair and scalp, 
and were specially prepared and used in the treatment 
of the hair and not as a toilet soap or laundry soap, 
and were therefore correctly under 


graph 62 at 75 per cent ad valorem. 


as a 


classified para- 


His Measure 


In matters of influence, we measure a man by his 
position. In trade, we weigh that man by his money. 
In friendship, if we are wise, we estimate that man 
by his worth—we measure that man around his heart. 
—The Silent Partner. 
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Recent Product Developments 


N the following columns appear descriptions of vari- 

ous new products recently placed on the market by 

perfumers and manufacturers of branded toilet 
goods. These new products have recently been featured 
in retail merchandising campaigns, and the information 
is presented from the standpoint of the consumer and 
through the kind co-operation of the manufacturers. 


Comac Nail Polish Bottle 

A definite improvement in packaging nail polish is 
the new molded cap with quill and brush applicator, as 
shown in the accompanying photograph. This replaces 
the old type rubber stopper. 

An absolutely tight seal, 
smarter appearance, easy 
grasp, and total absence of 
shrinkage and deterioration 
are advantages obtained with 
the black plastic cap _ illus- 
trated at the side, as well as 
giving a cap that is much 
more desirable to handle. 

The container is a white 
transparent bottle very sim- 
ilar to the former container. 
The plastic top is octagonal 
in shape and is much easier 
to remove than the former 
old type rubber stopper. The 
label is neat, smart and up to 
the minute, having no un- 
necessary fine illegible print- 
ing. The product remains 
the same including the same 





shades as formerly. 


Novelty Perfume Containers in Britain 

A series of new porcelain bottles containing lavender 
water and eau de Cologne has recently been produced 
in the United Kingdom by the United Drug Co., Ltd., 
the British associate of the United Drug Co., Boston. 
These containers strike a new note in perfumery art in 
England and are being widely featured 
as window displays by the Boots drug 
chain, the firm’s retail associate, and 
other retail establishments. 

Three of the porcelain bottles bear a . 
colored design, each different, illustra- @) 
tive of elegant seventeenth century ’ 
court costume, and each bottle has one 
of the long glass stoppers, shown at 
the top of the photograph, so much 
favored by Parisian women at the 
present time. 

The fourth type shown in the center 
of the illustration, is of a different 
design. It has a cerise background and 
in the center is raised a large golden 
leaf, from which radiate ornamental 
strands. 
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Bourjois’ Latest Items 


An Eau de Cologne is the most recent addition to 
the “Evening in Paris” line of Bourjois, Inc., New 
York City. The container is of sapphire blue glass 
with silver trimmings, in harmony with the other items. 
The bottle, depicted below is of attractive shape taper- 
ing at the top to a silver toned cap covering a sprinkler 
opening. The label is of silver with the product and 
firm name printed in blue. A silver band at the bottom 
bears the trade mark name, “Evening in Paris.” 

To the “Karess,” “Fiancee,” and “Evening in 
aris” lines has been added a new talcum powder jar. 
As shown in the picture this is of a decidedly unusual 
and attractive contour. In carrying out the color 
scheme of each line the bottle has been developed in 
blue glass with 
silver trimmings 
for the “Evening 
in Paris” line; in 
red glass’ with 
gold decorations 
for the “Fian- 
cee”; and _ black 
glass with gold 
trimmings for the 
“Karess.” These 
colors are in ac- 
cord and harmony 
with the pack- 
ages of the other 
products of each 
line. 





Mirenta Deodorant 


Dr. A. Mirenta Laboratories, Tacoma, Wash., has 
just placed on the market a new deodorant under the 
name “In-no-sent.” Distribution of the product is 
being pushed through a radio campaign which covers 
the entire Pacific Coast section, and if reception of 
the product continues satisfactory a nationwide radio 
campaign will be started in the near future. The new 
product is attractively packaged and popularly priced. 
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Lehn & Fink’s Latest Developments 


Preventive” are the 


“Sunburn 


“Formula L-F” and 
two latest 
tions to the prod- 
ucts of Lehn & 
Fink, Inc., Bloom- 
field, N. J. The 
former is a new 
type of 
onous 

disinfectant 


addi- 


non-pois- 
non-toxic 
and 
antiseptic, and is 


the result of a 
number of years 
of research. It 


is intended pri- 
marily for a fem- 
inine hygiene 
market but is 
equally 
for any use where 


valuable 





a personal antiseptic is involved. It is effective as 
an antiseptic for small burns, bruises, cuts and skin 
irritations. One of its great advantages is its 
It may be used without harm full strength. 

The package is attractive. The bottle as shown in 
the illustration has good lines. The red triangle of the 
label with the “L-F” in white on a white background 
with the balance of the label a light lavender forms 
an attractive color combination. 

The product, “Sunburn 
attractively packaged in tube form with the same color 
“Formula L-F”. This product, the com- 
pany claims, prevents sunburn by the process of filter- 
ing the ultraviolet ray or that portion of it which is 
responsible for the burning of the skin. 


safe- 
ness. 


other Preventive,” is also 


scheme as 





Plough’s Recent Additions 


The three attractive bottles shown above contain 
the shaving lotion, skin tonic and astringent, and 
almond lotion of Plough, Inc., Memphis, Tenn. The 


distinctive shaped bottles are artistically lined in tri- 
angular form about a gold triangular label outlined 
with a line. Topping the packages are red 
plastic caps. The color scheme worked out in the tops 
and labels is enhanced by the opaque whiteness of the 
almond lotion, the green of the shaving lotion and the 
frosted glass of the skin tonic and astringent. 


fine red 
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Diny’s Novelty Box Perfume 

Ducharme Products, New York, is marketing the Diny 
products, among them a novelty box containing fou 
small bottles of perfume. The odors, “Une Note Gaie,” 
“Gratitude,” “L’Heure Idéale,” and “en L’Amour,” are 
packaged in transparent glass bottles with black plas- 
tic caps. The label is gold with the name of the per- 
fume in black and “Diny Paris,” Each bottle 
is held in place by a compartment, as may be seen from 
the illustration 
at the side. 

The outer 
is decorated 


below. 


box 
with 
hearts, 
and 


spades, 
diamonds 
clubs scattered 


here and_ there 
over a cream col- 
ored background, 
suggestive of the 
ideal bridge prize. 
The idea of four 
different 
for one person is 
in line with the 
popular idea that 


one 


odors 





odor is not 
for all purposes. 


Elizabeth Arden’s Lipsticks 

Elizabeth Arden come in six 
with smart colors. The com- 
pany states that they keep the lips smooth, are easy 
to apply and are indelible. “Chariot,” in a lacquer red 


The new lipsticks of 


new shades to be worn 


case, is a rich flame color; “Printemps,” in a fern green 
case, is best suited to the very pink and white com- 
plexion; “Victoire,” in an all black case, is a shade to 
in a black case 
with oyster white top, is a deep red, with raspberry 
winey tones; “Viola,” in a blue case, has a hint of 


brighten the black costume; “Coquette,” 


violet in it as the name implies; and “Carmenita,” in 
a black case with silver top, is slightly darker than 


“Viola,” more suitable for brunettes. 
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The “Terri” Compacts and Lipsticks 
The “Terri” compacts and lipsticks developed in a 
ylastic material have recently been presented by Terri 
Cosmetics, Inc., New York City. As may be seen from 


the illustration, the compact is a loose pack of the 
sifter type. This comes in both the double and the 
single. The double is depicted open showing the unique 


rouge in the lid of the compact. 


An attrac- 


arrangement of the 


tive suede paper 
box serves as a 
container. 

The lipsticks 
are most attrac- 
tive, effected in 
black and white. 


The name “Terri” 
is written across 
the face of the 
case, white on 
black. 

Other products 
making up a 
complete cosmetic 
line will be ready 
for distribution 
and on the 
ket soon. 


mar- 





Heck-Conard Deodorant Bottles 

The modern trend toward simplicity is exemplified 
in the new Heck deodorant bottles shown 
in the accompanying photograph depict- 
ing the large and small sized bottle. The 
package has been modernized without 
sacrificing the old familiar features. 
Memory value has been retained and yet 
all non-essentials and meaningless dec- 
orations have 
The almost illegible 
former label has 


avoided. 
printing on the 
done with 


been carefully 


been away 
and only the essentials retained. 
Only one label is used on the new bot- 
tles, and the old neckband is gone. The 
back of the directions 
for use, and the clear glass and clear 
liquid act as a lens to magnify the print- 
ing to easily readable size. A_ black 
plastic cap completes the new design. 


the label carries 
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“Volupte” Taleum Spray 

One of the newest toilet requisites to be placed on 
the market at a popular price is the “Volupte” talcum 
spray, an atomizer designed to take the place of taleum 
puffs. It is manufactured by the Superior Products 
Corp., New York City, makers of the nationally known 
“Volupte” compacts, lipsticks and perfume sprays. 

They are made in three beautiful shades; amber, 
green and rose to match the popular boudoir motifs. 
The glass containers are extremely dainty and simulate 
crystal. 

The “Volupte” with two 
tubes reaching almost to the bottom of the container; 
one, a straight tube, is for the air feed, and the other, 


taleum spray is designed 


funnel-shaped, is for powder-suction. 





“Vita-Ray” Products of The Ayer Co. 


The complete line of “Vita-Ray” products of The 
Ayer Co., Lowell, Mass., has and the 
jars and bottles decorated in silver to simulate rays. 
The silver labels with the “Vita-Ray de mar” in black 
above a fan shaped spread of rays in black are an 
effective and distinctive addition to the attractive 
bottles and jars. The entire line is labeled similarly; 
thereby connecting each item to the whole. The rays 
shooting are significant of the 
line and the idea back of it; that the vitalizing rays 
of the sun have been captured and incorporated into the 
products, thus producing the healthful effects of the 
sun’s rays without the harmful effects of burning. 

In harmony with the black and silver labels are the 
black tops. The entire line is wrapped in cellophane. 


been relabeled 


in various directions 
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Making Face Powder 






Notes on Improved Methods of Manufacturing 


by Francis Chilson 


Consulting Production Engineer 


NINCE face powder is the largest individual selling 
“e item in the cosmetic industry, it is necessary 


keep informed of recent improvements in manu- 


facturing technique. Hence, though we 
have written on the subject before, new 
developments have made this paper neces- 
sary 

Up to now three methods have been 
successfully employed:—-the sifter-mixer 
method; the hammer mill or pulverizer 
method; the pebble or ball mill method. 
To these a fourth method has been added: 

the tumbling barrel method. 

The sifter-mixer method is the oldest 
and most widely employed method of mak- 
ing face powder. To produce powder by 


this method requires some form of sifter, a bucket ele- 
vator to feed the sifter slowly so as not to clog it up, 
a small brush sifter for rubbing up the color and per- 
fume base, and a horizontal-spiral-agitator mixer of 


some form: A variety of sifters have been used: 


riddle or gyratory type and the flat, vibrating-screen 


type. 
Several difficulties attend this form of mixing. 


production is extremely low and labor costs high; sec- 
ond, the entire process is dusty and requires additional 


investment for exhaust fans (in some localities 


collectors also are required by ordinance); third, 


tight construction of powder rooms is required; 
fourth, the set up requires considerable space; 
fifth, power costs are high because each unit, 
though it requires only a small motor, is in opera- 
tion continuously for a long time, and the com- 
bined horse-power of the several units make a 
considerable number of horse-power hours 

In addition to these certain operating difficul- 
ties are involved: it is difficult to rub up 
the color and perfume base. The brush sifter 
must be fed gradually by hand, and the brushes 
wear out so quickly that a uniform blend is diffi- 
cult to achieve. Because of the tendency of 
powder to pack and arch over the bucket elevator 
boot, the feeding of the sifters must be watched 
very carefully. Unless the entire batch is 
thoroughly mixed before sifting, the sifting is 
extremely slow because of the lightness of the 
material, which has a tendency to slide around 
on the bolting cloth without going through; and 
if the sifters are fed too rapidly, they will clog 
and fail to sift at all. 
the mixers are loaded above the spiral the top 
layer of the batch will rise and fall in an un- 
By this method it is difficult to 
produce an absolutely uniform powder, and, in 
order to secure a blend that will, to the unaided 
eye, merge without a line of demarkation with a 


Mixing is slow and if 


broken wave. 
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master sample, it is necessary for the powder to vary 


the quantity of color base according to his experience 


and judgment. Hence, in order to secure a thoroughly 





centrifugal 


blended powder by the _ sifter-mixer 
method—one that would withstand th 
scrutiny of the control laboratory—pro- 
duction is limited to one hundred and 
twenty-five or fifty pounds per hour. And 
to get even this amount requires the con- 
stant attention of two men, and a double 
set of equipment is needed. Moreover, 
perfume is poorly dispersed and the prod- 
uct usually has to be aged in bins. 

The most recent improvement in this 
method is the elimination of sifting 
troubles through the introduction of the 


sifter. This type of sifter requires no 


bucket elevator feed; it may be fed directly from the 
compounding bin. The power in the feed hopper drops 
upon a revolving spiral divided into a number of sec- 
tions. A vertical screen encloses the spiral, and both 
are contained within a cylinder with an outlet at the 
bottom. The powder is thrown by centrifugal force 


through the screen at a downward angle. 


Sifting 


speed is very great, hence the capacity of the machine 


very large. 


3y mixing the batch first, including color 


and perfume, it may be possible to facilitate blending 
by putting the batch through the sifter two or more 





CAGE MILL TYPE PULVERIZER 
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times. Experiment will 
determine that and we 
shall report on it later. 
By the use of the sifter 
as a sifter it is possible 
to increase the per hour 
production of a sifter- 
mixer unit considerably. 

The hammer mill or 
pulverizer method upon 
which we reported be- 
fore, requires no sif- 
ters, no elevators and 
no mixers; it is self- 
sufficient. Tests made 
under the supervision 
of the writer resulted 
in 900 pounds of per- 
fectly blended powder 
per hour. Later tests 
raised this to 1,400 
pounds per hour. These 
figures are of course 





ideal; they represent 
only the time required 


CENTRIFUGAL SIFTER 


for the stated quantity 
of product to pass through the pulverizer. Of course 
no face powder business in existence needs an output 
as great as either of these. 

The pulverizer may be fed directly from a com- 
pounding bin and in turn may feed a filling machine. 
Perfume is so perfectly dispersed that aging is not 
necessary. The powder is fed into a small chamber 
containing a horizontal shaft upon which a series of 
swinging hammers are hung. The hammers bash the 
powder about the chamber with terrific force and force 
it through a screen at the bottom, which may be as fine 
a mesh as needed. 

The limitation of the hammer type pulverizer is that 
the powder must be thoroughly mixed before it is in- 
troduced into the mill. In this respect a pulverizer is 
like a colloid mill—the ingredients must be blended in 
the proportions that must obtain in the finished 
product. Hence, a mixer must be provided to give 
the batch a preliminary mix. Unless the mill is 
constructed of special materials, powder (particularly 
white powder) is apt to discolor from the tremendous 
friction set up between the powder and the sides and 
hammers of the mill. The hammer mill types are diffi- 
cult to clean thoroughly because of the number of 
minute interstices where the hammers are joined to 
the shaft. Ordinarily this causes little concern, but 
sometimes flecks of certain colors will continue to ap- 
pear in subsequent batches long after that particular 
color is run. Hammer mills set up such a tremendous 
amount of air while in operation that it is difficult to 
dispose of it without dust. Long bags are fastened to 
the outlets of such mills in order to give air an oppor- 
tunity to escape through the mesh of the bag before 
the powder reaches the receiving receptacle. This re- 
quires setting the mill on a mezzanine above the floor. 
If three floors are available it is easy to set a pulver- 
izer up without resorting to the use of bucket elevators. 
The mixer or compounding bin can be placed on the top 
floor with a chute or large pipe leading to the feed 
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hopper of the pulverizer on a mezzanine of the floor 
below. From the pulverizer outlet the long dust proof 
bag can be suspended through the floor into the filling 
machine on the lower floor. Such an arrangement, 
however, necessitates a thorough mixing beforehand in 
order that the first of the run will be exactly the same 
as the last. Another and more efficient arrangement 
requires a bucket elevator to carry the powder from 
the outlet bag of the pulverizer back up to a storage 
bin on the floor above where it can be held until the 
first run is finished and then re-run. With this ar- 
rangement the powder can be run through the mill 
several times, and the output will still be great enough 
for practical purposes 

The most significant and efficient development in the 
use of this type of mill has come about through the 
introduction of the cage mill which is equally efficient, 
much easier to clean and less likely to discolor the 
powder. 

The pebble or ball mill type of blending produces an 
excellent, uniformly blended powder with little labor 
and virtuhlly no dust. The pebble mill for this pur- 
pose must be porcelain lined and porcelain balls must 
be used. A ceramic cylinder and flint pebbles will not 
do because of the great danger of discoloration, par- 
ticularly when the batch is being dumped. 

The efficient use of a pebble mill requires that it be 
entirely enclosed in a dust proof hood provided with 
an upper opening for charging the mill, and a lower 
outlet communicating with a filling machine hopper or 
other receptacle on the floor below. With this type of 
machine the batch can be shoveled or dumped from the 





Type oF BatcH Mixer For USE IN MAKING FACE 
POWDERS 
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compounding bin directly into the mill, the color and 
perfume can then be poured in. The porcelain balls 
are added according to a predetermined ratio and the 
cover fastened on. The mill is then started and requires 
no further attention until ready for dumping. The 
dumping is simple. The cover is removed and a grate 
clamped on so that the balls will be held back. The 
mill is turned a few times, the balls facilitating the 
discharge. The mill must be stopped the instant the 
charge has been dumped or else the grinding of the 


balls against each other is apt to cause discoloration. 
Care in Opening 
If care is taken in opening barrels of zinc oxide and 
other powder materials, the product need not be sifted 
Hence, no sifters or 
The mill- 


ing cycle is relatively long and large capacity can be 


either before or after milling. 


elevators are needed in this type of set up. 


had only by using larger mills or by using a number of 


small ones. In passing, it might be mentioned, that 
the milling cycle is not any longer for a large mill than 
The limitation of the pebble mill 


power consumption, weight and size 


it is for a small one. 
les in its large 
factors, and in the length of time required to turn out 
a charge. Successful operation, moreover, requires 
that the mill be not overloaded and that the ratio of 
balls to charge be definitely known. This ratio is not 
the same for every face powder because of differences 
in composition and differences in quantity and kind of 
coloring materials used. But it is a very simple mat- 
ter to determine the proper proportion by simple ex- 
periment. Very often pebble mills are operated much 
longer than is necessary. Invariably, the fault lies 
not in the mill, but in the inefficiency of the operator. 


Another Recent Development 


A recent development and one which promises much 
for the future invelves the introduction of the churn 
or tumbling barrel type of mixer. In these the batch 
is carried up and dumped back upon itself. By an 
arrangement of fins the batch is divided and mixed as 
it falls. Capacity, as in the case of the pebble mill, 
depends upon the size of the drum or barrel; but the 
milling or mixing cycle is much shorter. In two min- 
utes the writer was able to achieve a perfect distribu- 
tion of color with an experimental model. But of 
course this is by no means conclusive. Since the per- 
fume oil forms smal] soft lumps whick color very read- 
ily on the outside and remain white within, a longer 
mixing cycle is necessary in order to break these lumps 
by friction. The writer has not yet completed experi- 
ments with different kinds of coloring materials. For 
body powder, talcum and bath salts, this type of mixer 
appears to be extremely efficient. By charging the 
mixer with face powder and throwing the perfume and 
color into it indiscriminately, the mixing cycle, it is 
hoped, will not be more than a half hour, a period 
theoretically sufficient to break up all minute lumps. 
At any rate a report will be made on this subject in 
the near future. 

NOTE: 


and other articles were selected by the author as types 


Machines described and illustrated in this 


of equipment. No specific endorsement of any ma- 
chine is made by h im or by th is journal, Re ade rs are 
urged to investigate all makes before purchasing new 


equipment,—EDITOR. 
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Bureau May Move on Alcohol 


W ASHINGTON, July 15.—After months of activity 
and speculation, during which new industrial 
alcohol regulations were formulated which in many 
spects eased the burdens on users of this essential for 
manufacturers 
prohibition has become almost a dead issue from the 
This condition is 
one which is noted as pleasing both to the manufa 


perfumers and many other lines of 
industrial alcohol users’ viewpoint. 


turers and to the industrial alcohol supervisory forces 
headed by Dr. James M. Doran. 

It is expected, however, that within a few months 
the interest of industrial alcohol consumers may be 
turned to the other prohibition branch of government, 
the enforcement division of which Col. Amos W. W. 
Woodcock is director. 

It has been noted repeatedly that during his first 
year in office, which expired on July 1, Col. Woodcock 
paid virtually no attention to this branch of enforce- 
ment, concentrating principally on keeping alive work 
against the wholesale violators—seeking the primary 
sources of alcohol leaks. 

However, on the first of this month his force of 
agents was increased by 350 men, in addition to 150 
others taken on during the three preceding months. 
These men at this time are undergoing rigorous courses 
of training which are designed to perfect them as in- 
vestigators. It is these men who probably will be 
assigned at a not distant date as inspectors and in- 
vestigators whose responsibilities will, to a large ex- 
tent, be concerned with industrial alcohol. 

For a time considerable friction was threatened when 
Dr. Doran and manufacturers found themselves tem- 
porarily at odds over the question of the industrial alco- 
hol commissioner’s discretion in approving permits. 
Dr. Doran held that he had authority to withhold per- 
mits for formulas which he thought might be too easily 
converted; manufacturers felt that his duty was merely 
to approve formulas which made industrial alcohol un- 
fit for use as a beverage. 

These differences have been ironed out in favor of 
the manufacturers’ viewpoint, it appears. This left a 
gap in enforcement through a lack of man power which 
made it virtually impossible for Col. Woodcock to take 
up the problem of stopping leaks through conversion 
of alcohol. This gap, it is expected, now will be filled 
and Dr. Doran completely relieved of any responsi- 
bility whatsoever of endeavoring to anticipate conver- 
sion by unscrupulous persons or organizations posing 
as legitimate users of industrial alcohol. 


Glycerine Production in South Africa Decreases 


Production of glycerine in 1929 by 25 soap and candle 
manufacturers in the Union of South Africa totaled 
1,603,066 pounds. This, however, is a slight decrease 
from the preceding year as may be seen from the fol- 
lowing table: 





Pounds Factories 
1924-25 964,862 31 
1925-26 950,307 35 
1926-27 1,062,635 33 
1927-28 31 
1928-29 25 
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Will You Reach Port? 


First of a Series of Articles on Accounting by the Research 


Department of Leonard Levine & Co.., 


Certified Public Accountants 


YOR two days the good steamship had been fight- 
ing a terrific storm. Her staunch construction 
and the skillful seamanship of her captain ana 

crew had brought her through the gale. 
the storm had abated and the sun once again pierced 
the clouds, it was found she could not reach port with 


Then, when 


her valuable cargo. There was too much water in the 
bilges; her crew was too exhausted; the fuel was al- 
most gone. So she had to be towed in by the Coast 
Guard, and was sold for scrap; her owners broke; and 
her crew out of jobs. 

For two years the cosmetic industry has _ been 
weathering with considerable success one of those busi- 
ness typhoons which history indicates sweep over the 
country periodically. The bright sun of better busi- 
ness is now beginning to shine; the depression is 
gradually flattening out. 

But if past performance means anything—and it 
generally does—some manufacturers are going to go 
under. Their books are filled with bad accounts re- 
ceivable; they owe so much to some creditors that they 
are compelled to buy from them and therefore cannot 
take advantage of the best market prices to freshen 
their depleted inventory. In addition they are bur- 
dened with excessive rent and various other overhead 
charges. 

New concerns will be launched in the calm waters 
of trade and bring home the cargoes of profits, while 
the old liners will be docked in bankruptcy courts and 
sold for junk. 

The many problems which the business man has to 
face in times such as these and in a period of transi- 
tion, are more than can be treated intelligently in one 
article. It will be necessary for us to but touch upon 
some of the more important phases in this article 
which is but a forerunner of a series of articles in 
which we will deal specifically with many of these 
problems. 

A proper study of the records of a concern show 
which territories or salesmen pay, which lines of mer- 
chandise cause losses and how they can be made profit- 
able, which are the better places to locate distribution 
points and which ones to discontinue. In addition the 
study of such subjects as costs, production and unit 
taxes and many other subjects too numerous to men- 
tion will all in the end help the business man to make 
port. 

Will the upturn in business find you prepared to 
meet the new and changing order? Will your or- 
ganization with its present sales policies, marketing 
methods and prices be prepared for the flood of new 
competitive business capital that now lies dormant? 

Reliable statistics show that in 1925 out of 400,000 
corporations reporting to the U. S. Bureau of Internal 
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Revenue Income Tax Unit, 200 reported 40 per cent 
of the profits. In 1929 out of 300,000 so reporting, 
196 made 40 per cent of the profits. How can we 
account for this? Perhaps only by the closest study 
of the movements of each individual concern as com- 
pared to the industry, as a whole. 

Retailing has progressed because it is constantly 
watching and catering to the style impulses of the 
consuming public, which always wants—and will buy 

-something new. The new decorative “Bon Ami” 
package is an example of a manufacturer of a crude 
item meeting the modernistic trend of bathroom 
requisites, and therefore making his product accept- 
able for that use. 

Carefully kept records demonstrated to the fifty 
year old Goodall Worsted Co. that it would be better 
to cease selling its chief product, “Palm Beach Cloth,” 
and instead manufacture and sell the suits themselves. 

Because it knew its costs, the R. J. Reynolds 
Tobacco Co. was able to save 55 per cent on packing 
costs, and reduce shipping weights by 
cardboard for tin containers. 

Cost records disclosed to the National Dairy Prod- 
ucts Co. that its five gallon ice cream cans cost not 
only 90c for the can but an added expense for return- 
ing, pick-up, sterilizing and handling. So now they 
use paper containers at a dime each, a prime saving 
of 80c, and nothing for rehandling. 

Similarly, Standard Brands, Inc. adopted a new 
type of double-kraft shipping bags for coffee and 
similar items. They cost but 2%c compared with the 
7'%eec cardboard cartons which they replaced. 

The Elmo Co., cosmetic manufacturer of Philadel- 
phia, made a sharp reduction in its labeling cost by 
installing a two way labeling machine. 


substituting 


Here you have seen how large, small and medium 
sized concerns have profited with what might seem 
minor items, by having records to guide them. And in 
such a highly competitive field as perfumes and cos- 
metics there is urgent need to watch not only factory 
costs (which include production and overhead) but 
sales and administrative expenses. 

According to Department of Commerce Census fig- 
ures, there has been a steady increase in the number of 
establishments in the industry, from 406 in 1914 to 
803 in 1929. How many will there be in 1932? and 
will yours be one which knows where it is going, and 
how, and why? 

A salesmanager, examining his selling costs by area 
found that in two territories, one consisting of the 
Albany to Syracuse area and the other of the Buffalo 
to Rochester area, he was paying 4c more in the 
latter than in the former for every dollar of sales. 
Here’s the way his tabulation looked: 
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Albany-Troy-Utica, Etc 


Buffalo-Rochester 
A f 


~~ - 
Sales 





Sales % Sales % 
1927 116,000.00 2% 180,000.00 
1928... 124,000.00 2 2 195,000,000 
EER sv ces 129,000.00 2.3 220,000.00 
Actual Cost of Selling 

Actual Cost Per Cent Actual Cost Per Cent 

of Selling Total Sales of Selling Total Sales 
1929.... 23,200.00 18.0 30,800.00 14.0 

When you have vital statistics you can determine 


what to do. A resident salesman could call more fre- 
quently on accounts in territories where long distance 
jumps for salesmen would be unprofitable. Already 
one cosmetic house has adopted the state-resident plan 
for demonstrators. Records revealed the necessity for 
such a move. 

Realignment of prices often results from research 
statistics grouped in comparative form. Unit 
per customer are studied. Advertisements of depart- 
ment stores all over the country are clipped, and no- 


sales 


tations made as to price tendencies, copy, frequency 
and newly introduced brands and illustrations. Cus- 
tomer surveys may reveal the need of repacking mer- 
chandise to meet the idiosyncrasies of localities. Fre- 
quently there is no general acceptance of a product, 
but executives who are not acquainted with various 
sections of the country make costly mistakes by not re- 
alizing this. Again, it is necessary to study the highly 
traditional prejudices of our cousins abroad. In Ger- 
many billboards featuring the American made prod- 
ucts of Richard Hudnut have aroused much attention. 

A cosmetic and perfume manufacturer may have an 
excellent plant and an effective outside sales force, but 
that does not excuse him from failing to consider his 
dealer outlets as practically a part of his organization. 

By keeping a constant check on his dealer’s selling 
activities, and comparing figures for all accounts in 
the same district, a situation may be disclosed in time 
to head otf 
turers have successfully introduced what is termed the 
“Model Stock Plan” as a dealer aid. Through this 
plan lost sales through incomplete stocks are reduced, 
broken lots items detected, changes in 
buying trends visualized and 
items increased. 

In fact, in some industries, manufacturers are mer- 
chandising the departments in stores in which their 
products They entirely by 
records kept in the office and submitted weekly to the 
manufacturer by the store. 
tomer acceptance of perfumes and cosmetics you may 


serious consequences. Some manufac- 


avoided, slow 


production of popular 


are sold. are guided 


In order to increase cus- 
have to change your policies; changes should be based 


on facts and figures. The added 
keeping the records would be completely overshadowed 


small expense of 
by the resultant increase in business and the decrease 
of returned merchandise. Some factories find that it 
pays to keep track of how long it takes to fill orders. 
In fact, if you want to merchandize your office as 
thoroughly as your factory, you can get any quantity 
of invaluable data at no greater cost than from in- 
adequate pen and ink books. 

The New York manager of a prominent publishing 
house, in a recent address before an advertising club 
affiliated with New York University, emphasized the 
need for “intensive market research and consumer 
study.” “The results,” he stated, “should be supplied 
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to salesmen in digest form; then they will be better 
able to help dealers.” He went on to say that “a 
study of over 6,000 salesmen showed that a large per- 
centage fail because they want to sell in their own 
way instead of acquiring necessary facts in advance 
so that they may better meet their prospects.” He 
pointed out that the leading 56 salesmen in this study 
were the only ones of the 6,000 who knew what turn- 
meant. That is significant. Facts 
fined for salesmen before they go out. 

Is your office equipped to get and refine the facts as 
efficiently as your factory refines powders and oils? 

A Buffalo study in the electrical, drug and auto 
industries demonstrated that out of 120 retail outlets, 
103 did not justify the expense of calling on them. 

The Chase and Sanborn Coffee Co., made an ex- 
tensive study last year which proved conclusively that 
independent grocers were 


over must be re- 


‘arrying too many brands 
Concentration on a few was infinitely more 
profitable. The result of this investigation 
“Dated Coffee.” 

The important thing is, do you have facts, or are 


of coffee. 


was 


you blowing your horn in a fog of despair, or is your 
ship so full of barnacles, so battered by the storm, 
so hampered by the captain’s fear, that it can only 
heave-to until it founders? Bradstreet’s reports of 
failures for 1930 show that out of 24,107 in 1930, 6331 
(26.2%) were due to Incompetence and 1268 to 
Inexperience, a total of 7599 (31.4%); while an- 
other 7711 (82%) were due to lack of capital. The 
term incompetence is used irrespective of other causes, 
while inexperience is used without other incompetence. 

There are concerns today which have the courage 
to enter new fields of industry; they succeed because 
they have made a thorough study of the field, and 
derived therefrom. They were not satisfied 
with information gleaned from competitive activities; 
they went further and did original 
That is why you see some comparatively new concern 
get what the newspapers call a “Scoop” on long estab- 
lished competitors. 


courage 


some research. 


And the captain who sees that his 
ship, although battered by a hurricane, gets back into 
port, because he had first, the foresight to 
see that she was equipped to make her own repairs 
afloat, had plenty of fuel (working capital to you) 
in her bunkers; and second, the heart to put her back 
on her course and bring her into port, ready to reload 
another profitable cargo. 


does so 


American Toiletries Find Favor in Panama 

-anama is a leading Central American market for 
American toilet preparations, being particularly fa- 
vorable to American toilet and dental creams. 
Total toiletry exports from the United States to Pan- 
ama have approximated $300,000 annually in recent 
years. There are three beauty shops in Panama City 
owned by American citizens. It is estimated there 
are 300 American women residing in Panama City. 
The total population of the Canal Zone, according to 
the 1930 census, is 39,467, of which 13,328 are female, 
a large proportion of the population being Jamaican 
negroes. There are 1,000 white women living in Canal 
Zone Army posts.—(Assistant Trade Commissioner A. 
C. Crilley, Panama City). 
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The Production Man’s Diary 


By 


Francis Chilson 





Face Powder Samples 

Most face powder manufacturers distribute samples 
of face powder either in miniature boxes or in envel- 
Of the two methods the latter is perhaps most 
commonly employed because much cheaper. Envel- 
opes are usually filled and sealed by hand which is a 
tedious and costly process. The actual of this 
method of filling powder samples is often lost sight of 
because very few manufacturers know what their costs 
are. But do you know that face powder samples can 
be filled on a small standard machine, and that a com- 
pany specializes in making and printing 
and filling them? The cost of the filled envelopes is 
only a fraction of what it is under hand filling. 


On Filling Bath Salts 

Very often bath salts are composed of fine brilliant 
crystals, which are so delicate, that they will be re- 
duced to a dull powder if filled on the auger type of 
filler. Such salts can be filled on the so-called vacuum 
fillers used in the food industry, which employ no auger 
in the filling mechanism. These fillers operate on the 
principle as liquid vacuum fillers. When the 
bath salts have a tendency to pack it is desirable to 
use a two-station machine with a good 
tween them to settle the first charge. 
which likewise would be pulverized by filling 
augers, may be filled on these machines And 
when the salts are hygroscopic, an electrically heated 
hood may be obtained from one of the manufacturers 


opes. 


cost 


envelopes 


same 


vibrator be- 
Coarser bath 
salts, 


also. 


who specializes in these machines. 


An Effective Bath Salt Package 

The building package design 
has been demonstrated by “Bath-O-Dor,” an English 
product, handled in this country by Schieffelin & Co 
This product has built up a considerable business for 
itself although it The 
package is made of form of a 
taleum powder can. Its primary color is sea green; 
and the idea of salt further 
alternating, wavy lines of color and plain tin around 
the lower part of the can. It wide-mouthed 
opening and is closed by means of a green plastic cap, 
which is of exactly the same color as the lithography. 


Note on Colloid Mills 
Many firms have not fully investigated the 
bilities of the colloid mill owing to a common belief 


sales power of good 


advertised. 
the 


has never been 


lacquered tin in 


water is enhanced by 


has a 


possi- 


that a mill with production capacity costs much more 
than available production warrants. This impression 
may be laid at the of the colloid mill makers 
themselves because they push the larger types—which 
are suited for the heavy chemical industry—and fail to 
emphasize the fact that the so-called “laboratory type” 
will homogenize, for example, a quince seed base emul- 
sion at a rate of fifty gallons per hour. Most manu- 
facturers regard anything with the word “laboratory” 


door 
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prefixed as being a vest pocket edition suitable only 
for handling a gallon or two of mixture. For most 
toilet goods makers the laboratory colloid mill will 
deliver ample capacity. 


Advice to Bottle Salesmen 

Before visiting a prospect with a cold-mold sample 
always make sure that it is a good one. One of the 
well known salesmen in the trade called on a 
customer with a cold-mold sample, and the customer 
expressed doubt as to the distribution of glass in the 
corners of the bottle. 

“It’s as strong as iron,” the salesman said with con- 
“Look.” He took a pencil from his pocket and 
ostentatiously tapped the corner of the bottle and it 
burst into a thousand fragments! 

The salesman looked somewhat embarrassed! 
then some! 


once 


viction. 


And 


Suggestion for Sunburn Lotion Design 

The label on the container should be a bright red- 
dish orange to suggest sun-burned skin. The name 
of the lotion should be in frost covered letters in the 
center of a green oval to suggest the cooling effect of 
the lotion. And the lotion itself should be green also to 
further enhance the appeal of coolness. Finally, the 
package should be wrapped in a transparent wrapper, 
whose uncouth folds and will suggest 
peeling skin. 


ragged edges 


On the Subtle Art of Bally-hoo 

The writer, being a dyed-in-the-wool production man, 
ought not to be specially interested in advertising—but 
notwithstanding he is. He enjoys reading advertising 
trade journals, all of which have the entrancing quality 
of sprightliness, and, moreover, unconsciously demon- 
strate that much of modern advertising is written— 
hot for the customers apparently 
men! 


but for advertising 


advertising men that the 
visual memory of the public is short and that so few 
the body politic are not literal-minded. 
What would happen if smokers demanded to know how 
Camels were kept fresh before the discovery of cello- 
indicates that cigarettes 
cannot be kept fresh without it, which is an admission 
that Camels were never fresh before the discovery of 
this remarkable cover-all. 


It is a good thing for 


members of 


phane? Camel advertising 


Response to Letter of E. T. S. 
Cold creams can be 


Yes. 
double boiler. 


enamel 
Many small operators make them in this 


made in a white 


fashion. As a matter of fact many nationally known 
creams had their humble origin in a double boiler on 
a kitchen stove. 
Lanolin in Vanishing Creams 

A little lanolin—not enough to cause discoloration— 
incorporated in vanishing cream will help stabilize the 
emulsion, retard drying out and soften the harsh effect 
that vanishing cream has on some types of skin. 


Etiquette Hint 
If conversation lags at the table the hostess should 
ask the guests if any of them ever had an operation. 
Consolidated News. 
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Is Price Maintenance Wanted? 
() F course, we would answer our own question 

with an emphatic “Yes!” and let it go at that. 
There is no doubt that with few exceptions manu- 
facturers would like to see their resale prices main- 
tained. But the question is a little broader than 
that, as the result of the Federal Trade Commis- 
sion’s recent investigation, described elsewhere in 
this issue, clearly demonstrates. 

Proponents of price maintenance do not like the 
commission’s report on the subject and they have 
said so at great length and with great emphasis. 
They are not completely convincing, however, in 
their arguments that the Commission from its sur- 
vey of the facts should have recommended further 
legislation on the subject. 

Who is to blame for the adverse report? As we 
view it, the commission is surely not to blame. It 
surveyed 691 manufacturers. Ten per cent by 
number doing four per cent of the volume of busi- 
ness opposed legislation permitting price main- 
tenance by contract. If this were the whole pic- 
ture, the case for a favorable recommendation 
would be strong indeed. Unfortunately, however, 
only 29 per cent favored such contracts and 61 per 
cent expressed no preference at all, indicating al- 
most total indifference to the subject on the part 
of a large majority of those canvassed. 

Leaving out of the question entirely the other 
factors such as the preferences of the retailers 
and the chains, the actual prices of branded mer- 
chandise as compared with independent goods and 
the other data secured by the commission, a large 
part of which, it must be said, was not favorable 
to price maintenance, we find that the manufac- 
turers themselves divided 71 per cent either indif- 
ferent or opposed and 29 per cent in favor of legis- 
lation. 
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We have favored and still favor the principle of 
price maintenance by contract. We believe that 
the Capper-Kelly bill should succeed for the bene- 
fit of industry and the ultimate benefit of the pub- 
lic. But we can see that we are with the minority 
in the matter. 

What steps are now to be taken? As we view 
the problem, inveighing against the Federal Trade 
Commission is worse than futile; it is positively 
destructive to the cause. Attempting to convince 
Senators and Congressmen in view of the commis- 
sion’s survey is not a prospect which can be viewed 
with any reasonable expectation of success. There 
remains an effort to convince the 61 per cent of 
manufacturers who are indifferent. 

To do this, something more than lip service to 
the cause accompanied by price cutting whenever 
that seems most convenient is required. If we 
really want price maintenance, we must convince 
our fellow manufacturers that it is advantageous. 
We cannot do it by adopting a high sounding reso- 
lution once a year and forgetting it most conveni- 
ently in the meantime. Real work by those who 
are convinced of the benefits is required. And this 
work must be with manufacturers who are opposed 
or indifferent. 

Congress may give us what we want. It will 
surely give us what we deserve. Until we show 
clearly that we want price maintenance by contract 
and that we are determined to have it, we shall 
do well to leave Congress alone. The showing of 
the Trade Commission’s survey proves that we got 
what we deserved last time. Let’s deserve some- 
thing better when we next bring the matter to a 
vote. 


The Matter of Perfumes 


T has been good to look over the lines of creams, 

powders and to a lesser extent other toilet 
preparations launched by American manufacturers 
during the last few months. A dozen or more havo 
come to our attention in that time and with only 
one or two exceptions, they have based their appea) 
on quality, attractiveness and owrice and _ have 
dropped the old misleading and ill-jud¢ed foreign 
influence. Apparently, the manufacturers after 
much hesitancy and many doubtful fears have at 
last found that the public, when it goes out to be 
beautified, is interested in value more than in a 
pseudo-foreign atmosphere. 

Let us look into the matter of perfumes and see 
whether the public which is willing to be beautified 
in the American fashion still insists on being 
scented a la francaise. There is much evidence that 
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this is but another delusion, but granting that 
there is some truth in the supposition, what, if any- 
thing, is to be done about it? 

Unfortunately, most of our manufacturers have 
decided that there is nothing that can be done and 
their attitude and their advertising, when it comes 
to perfumes, is a hindrance to those who take the 
other view and might decide to do something. We 
are confident, however, that something can be done, 
although it may seem rather radical to the manu- 
facturer accustomed to work in quite a different 
fashion. 

As we have pointed out times without number, 
there are available the same raw materials, the 
same processes, and equally good noses in Amer- 
ica and abroad. Perhaps they have not functioned 
in co-operation here because of certain precon- 
ceived notions on the part of those who are to 
profit—or lose—by the introduction of a first class 
perfume of American manufacture. 

A certain manufacturer not so long ago decided 
that he would add a perfume to his line. He looked 
over the market first and decided that the price 
should be $3.50. Then he planned his advertising 
campaign and his sales program, charging up the 
cost per unit. Next he selected his bottle and 
charged that up. His label and box came next and 
they were duly charged. He added a moderate 
percentage for overhead and found that he had 
left eight cents for the perfume itself. 

Now, you can make a perfume for eight cents, 
but not by any stretch of the imagination will it 
be a $3.50 seller. So our manufacturer decided 
that he would stick to his other lines and leave the 
perfume field to someone, who, as he expressed it. 
“could make a profit on it.” Thereby he passed 
up not only the profit but the advertising value of 
a really good perfume. 

Of course, he might have reversed the process, 
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created a really good perfume, bottled it and pack- 
aged it in excellent style, estimated his overhead 
and advertising cost, and then have placed it on 
the market. He probably could not have made it 
fit his preconceived notion of price. But isn’t it 
just possible a really good odor in an attractive 
package would sell at a little higher price than 
$3.50? We have seen some that did. 

Of course, it is quite another matter if our 
American manufacturers want to abandon the field 
of perfume to other foreign competitors; but most 
of them are not quite ready to do that. Nor do 
they seem to be quite ready to launch a perfume 
in the only way in which it can be done successfully. 
However, since they have begun to stand on their 
own feet in their lines, we have not yet given 
up hope, even though their progress with perfumes 
does seem to be exceedingly slow. 


Consolidation 


HERE seem to be practically no good reasons 
why the: Flavoring Extract Manufacturers 
Association and the National Association of Manu- 
facturers of Soda Water Flavors should not carry 
through their projected merger, thereby making 
one strong central body which could act for both 
present groups. The problems of the two existing 
bodies are very similar. They have for years em- 
ployed the same executive secretary and general 
counsel. Many flavor houses are members of both. 
In addition, neither of the present organizations 
is what might be called a “strong” association. 
Both have been efficient in the particular lines of 
endeavor which they have mapped out, but the 
membership of both is small and much more could 
be accomplished by a single body which would in- 
clude all members of the present associations and 
would doubtless attract other strong concerns in 
the industry who have not felt that they should 
join one of the present organizations. 

We believe it will be to the interest and advan- 
tage of these two associations to consolidate their 
forces rather than to continue to pursue separate 
courses, and we are confident that the members of 
both will find the projected consolidation advisable 
and will proceed with it promptly. 


Some Encouraging Figures 


HOSE who have shed the most tears and in- 

dulged in the most avvroved shudders and 
tremors about the depression and the various 
foreign and domestic “menaces” with which they 
fear we are faced, ought to take a good look at the 
firures released by the Federal Trade Commission 
on the volume of retail trade in the United States. 
They might not then let these “bovey men” keep 
them from enjoying their vacations or from sleeping 
well of nights and eating rerularly with a degree of 
enjoyment. The statistics show retail sales in 1930 
to have amounted to more than $53,000,000,000 and 
per capita sales to $407.53. Apparently not every- 
one is “broke” and some few dollars are still being 
spent in America. 
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The July Issue in Review 


by 


Mayham 





UR editorial on the Trade Commission’s price main- 

tendance report (page 266), doesn’t include any 
comments on the commission’s survey of prices and the 
conclusions which it draws therefrom. The commission 
says—and it has the evidence—that nationally adver- 
tised goods bear a smaller margin of profit to the 
retailer and cost the public more too. This smashes 
We 
haven’t 


one of our preconceived notions to smithereens. 
have asking everyone “Why?” but we 
yet had an answer that would stand up. 


been 


a 

Mr. Fairman’s article (page 254) says a great deal 
in entertaining summer form. While we should 
tainly not discourage the addition of new and meritori- 
ous items to any line, we have often wondered why the 


cer- 


tremendous potential market for staples is not better 
cultivated. manufacturers don’t 
push items which they and all their competitors make, 
almost incredible 


Possibly, want to 


with short-sightedness 


that there is something to be lost in increasing gen- 


believing, 


eral sales and good-will if a competitor gets a share 
of the Incidentally, we what all 
these actual dollars and 
Surely enough for a good vacation and something to 
spare. 


business. wonder 


novelties cost in cents. 


. + 2 @ 

We shall not often review the personal and com- 
pany news in this space. It speaks for itself. But we 
cannot forego the pleasure of congratulating the two 
houses which celebrate important this 
month. Colgate (page 277) is now 125 years old and a 
vigorous gentleman indeed at that ripe age. Fritzsche 
(page 283) is 60, and that too is quite a long time for 
a house to continue to make steady and rapid progress. 
We salute you, Colgate and Fritzsche, and wish you 
many happy returns! 

ete 


anniversaries 


Mr. Schwob’s article on French Perfumery during 
the last twenty-five years (page 269) is not only in- 
teresting but informative—especially on the French 
point of view with reference to the goods which Paris 
offers and their place in the world market. You may 
not agree with Mr. Schwob, but the success of French 
perfumes here and in other parts of the world would 
seem to indicate that this very viewpoint may have 
contributed notably to the position which France holds 
in the market 





oe 

Knowing the real sources of your 
profits any time. Right now it 
is more than good business; it is vital! That is why 
for the series on accounting, the 


costs and 


your 
is good business at 
we have arranged 
first article of which appears in this issue (page 263). 
The gentlemen who are preparing this series know 
their stuff and 
worth your reading. 


forthcoming articles are going to be 
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This month, Mr. Auch concludes his article on 
deodorants (page 271) and Mr. Chilson helps to solve 
some of the problems facing the maker of facé powder 
(page 260). There is also Mr. Chilson’s column 
(page 265), which seems more than usually meaty, 
and that is saying a good deal. 

* ok * * 

The depression has certainly not checked the flood 
of new products and packages upon the market and 
from this we might draw a most encouraging editorial. 
Our section (page 257) this month is jammed and we 
couldn’t include all the good items which came in. Are 
you in favor of giving this an extra page? 

* * * * 

In passing, we might mention that the markets (page 
296) have perked up a bit and begin to look alive again. 
For which everyone is duly thankful. 
buy now will get some bargains. 
or may not be so lucky. 

* * * * 


Consumers who 
Those who wait may 


The Washington alcohol story (page 262) is some- 
thing to think about. Just what is Col. Woodcock 
planning to do? This will bear watching and fortu- 
nately the industry has some pretty good watchers. 

‘2s 

If you are interested in the romantic whale oil in- 
dustry or its products, look in the Soap Section. There 
is something there for you (page 304). 

An Improved U. S. P. Citral Assay 

by Dr. Harvey A. Seil, Seil, Putt & Rusby, Ince. 

The final titration in the U. S. P. estimation of 
citral is difficult since the end point is obscured by the 
turbidity of the final solution caused by entrained oil. 
Gildemeister & Hoffmann have attempted to improve 
the final titration by adding 10 cc. of benzol and shak- 
ing to remove the oil. Benzol has a tendency to form 
emulsions and does not leave a clear aqueous solution. 
If, however, amyl alcohol is substituted for the ben- 


zol, the separation is sharp and a perfectly clear 
aqueous solution is obtained which can be titrated 
more readily and with greater accuracy than the 


turbid solution usually encountered at this point. 

In the U. S. P. assay after the %N acid has been 
added and the resultant solution has been transferred 
to a separatory funnel, add 25 to 35 cc. of amyl alcohol 
and 100 cc. of water, shake thoroughly and allow to 
separate. From this point, follow the usual U. S. P. 
procedure. Ethyl orange gives a better end point than 
methyl orange. 

Since it is difficult to keep phenylhydrazine without 
darkening due to oxidation, it has been found that if 
phenylhydrazine, when freshly distilled, is immediately 
sealed in glass there is no oxidation with 
the usual darkening. Ampules containing 2 cc. are 
particularly convenient since one ampul is sufficient 
for a citral determination. Ampules of phenylhydra- 
zine three years old, have shown no signs of oxidation. 


ampules 


A Permanent Place 
(Frederick A. Haase) 

I wish to state that THE AMERICAN PERFUMER will 
always have a permanent place in my library. I look 
forward to reading it every month. 


The American Perfumer 
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Twenty-Five Years of French Perfumery 


The Development of the French Industry 


by S. Schwob, Paris 


Editor of ““Revue des Marques” 


VINCE that distant past when Queen Catherine de 
Medici for the first time planted flowers to be used 
for perfume in the South of France, the perfume 

industry has had a remarkable develop- 
ment in that country. Way back in that 
period it rapidly supplanted the Floren- 
tine perfume industry, which had had no 
rival until then, and subsequently this 
pre-eminence of the French perfumes 
grew constantly greater. In the XVII, 
XVIII, and even in the XIX century, 
they increased in importance, and it may 
be noted in passing that Balzac devoted 
one of his most celebrated novels, “César 
Birotteau,” to the affairs of a perfumer. 

But what would Balzac have said, if he 
had lived during the past twenty-five years? The 
progress of the perfume industry in France has been 
absolutely amazing; as a matter of fact, it is one of 
the most prosperous, if not the most prosperous, of 
our national industries, and one whose pre-eminence 
and influence are undisputed abroad. 


Cultivation of Flowers 

Everything has contributed to the rapidity of this 
recent development. The cultivation of flowers has 
never been more abundant or more varied in the 
South of France. Violets, roses, jasmins, orange trees, 
tuberoses and many other species bloom in fragrant 
fields that grow more extensive each day; the wild 
flowers of the mountains, such as lavender, mint and 
thyme are gathered with more and more care in the 
places where they grow. It should be added that 
France enjoys an exceptionally favorable climate along 
the Southern coast, thanks to some miracle of soil and 
sky, the flowers cultivated in the vicinity of Grasse, 
even when the same species are cultivated elsewhere, 
furnish better raw material for the manufacture of 
perfumes than those grown anywhere else. 

Even the methods of cultivation have benefited by 
the revival due to the recent innovations in the ra- 
tionalization of the work. Experimental gardens have 
multiplied; not only is a study made of the means of 
increasing the yield, properly speaking, but also all 
the fragrant flowers are examined, and the most re- 
cent methods of investigation are applied in order to 
determine their yield in perfume and to fix the most 
productive and economical methods of extracting the 
oils which they contain. In this manner, the first re- 
sults of these modern processes have made possible 
the use of several fragrant flowers that were formerly 
neglected; and clary sage, labdanum, and pinks and 
roses which weré formerly found rather unprofitable 
to use, are abundantly utilized at present. 

Moreover, this development can be confirmed in an- 
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other manner, thus supplying a sort of check-up: the 
natural fixing agents, such as musk, amber and civet 
are in ever increasing demand in the French market, 
without prejudice to the artificial fixing 
agents, which are produced in large num- 
bers by synthetic chemistry. 


Progress in Synthetics 

In the domain of synthetic chemistry, 
it is not only the fixing agents that have 
benefited by the remarkable progress of 
the last twenty-five years. It is neces- 
sary only to refer to the catalogues of 
firms that have specialized for a long 
time in these researches and manufac- 
tures, to become convinced of the enor- 
mous number of products valuable to the perfume 
chemist that have appeared in the market during that 
period. Many flower perfumes that it is impossi- 
sible to isolate have been faithfully reproduced by the 
efforts of chemistry. Certain laws that were formerly 
altogether unknown are beginning to take form, and 
they will enable the perfumer in the near future to 
make his way with certainty through the labyrinth of 
mixed odors which he still blends with such discon- 
certing results at present. 

It is in the matter of the stability of perfumes that 
synthetic chemistry has made the greatest progress. 
Now less than ever does one care for odors that are 
too brief and fugitive. The synthetic products have 
opened up a new procedure in this kind of research, 
and the results already obtained hold out great hopes 
for the future. 





Advances in Packaging 

In addition to these innovations and revolutions in 
the very constitution of the perfumes and the raw 
materials from which they are made, has come a com- 
plete change in the manner of offering them. For- 
merly, the best firms presented their products in small 
bottles, without any great originality. The same was 
true of the boxes, the cartons and the labels. To be 
sure, the package as a whole was well made, and not 
without taste, but no spirit of research was applied 
to this phase of the perfume industry. The pioneer 
in that direction was Coty. One day he offered a per- 
fume, “Rose Jacqueminot,” remarkable in itself, in a 
bottle and wrapper that produced a sensation. The 
perfume was a work of art, but so was the manner in 
which it was distributed. Luxurious as one could wish, 
it displayed the very best taste; it harmonized with 
the essence contained in it, completing it in a certain 
sense, and making of each bottle a delicious object that 
women kept for a long time after the fragrant liquid 
in it had been used up. This package was a great suc- 
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cess, women all wanted to have “Rose Jacqueminot,” and 
since then the package has received as much attention 
from the French perfumers as has the search for new 
perfumes. All the large firms speedily followed the 
example of Coty; the creations of Houbigant, Lubin, 
Piver, Roger & Gallet and so many others have had 
innumerable successes. The classic bottles, without 
personality, with no elegance or originality, are a 
thing of the past. 

It was not only the bottles that underwent this 
happy transformation; everything followed suit: paste- 
board cartons, cases, labels, all conformed with the 
taste of the day, everything became the object of pro- 
found and careful study. Ensembles were created, as- 
sortments containing perfume, powder and soap. These 
were combined in cases which thus became sumptuous 
gifts, an incontestable mark of the good taste of the 
donor. 


Gain in Rouge and Compacts 

The use of powder and rouge increased after the 
war. A veritable creative genius took hold of our 
manufacturers in presenting their offerings, they ri- 
valed one another in the ingenuity of their little mar- 
vels, and powder boxes, in spite of their reduced price, 
reached the maximum of refinement and good taste, 
which made them resemble the precious art of the gold- 
smith. 

A large number of compacts were created and pat- 
ented, in many models, some of ‘which enjoy a deserved 
reputation. 

Then came the Exposition of Decorative Arts, which 
gave the final impetus to this transformation. It was 
at this moment that there appeared a new branch of 
French initiative, which was to bring a further ele- 
gance to French perfumery. It may be recalled here 
that in the beginning the right to keep a perfume shop 
was reserved to the “glove merchant,” as we know 
from numerous ancient documents, and a sign of the 
old house of Houbigant, more than a hundred and fifty 
years old, has “gloves” on its face. In keeping with 
this tradition, the couturier perfumer now brought his 
taste and art, which are so Parisian, to the manufac- 
ture and the distribution of his perfumes. And we 
see the illustrious names of fashion designing glow 
with enviable brilliance in the perfume industry: Paul 
Poiret first created “Rosine,” then Callot, Lanvin, 
Worth, Molyneux and finally Jean Patou have offered 
their creations in the past few years, achieving a suc- 
cess and a vogue that were far from being suspected in 
the beginning. 

Increasing success crowned all these efforts. The pro- 
duction of perfumes de luxe ceased to be the function 
of a small privileged class, in France as elsewhere. 
The women all wanted to use perfume, they all re- 
sorted to beauty specialties. The multiplying beauty 
institutes emphasized this tendency in every country 
in the world, and everywhere the supremacy of French 
perfumes was manifested, just as it still is, victori- 
ously, even in those countries which are best protected 
by customs barriers. In spite of the greatly aug- 
mented prices resulting from the formidable tariff that 
it must pay in certain countries, French perfume 
reigns supreme. What greater homage could be paid 
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to its quality? Many French perfumers have even 
had to establish factories abroad, particularly in 
America, in order to meet promptly the constantly 
increasing demand. 

French Soaps 

French soap, even of the choice quality, has met 
with favor; as for the cheaper grades, the French 
manufacturers are contending successfully with for- 
eign soaps aided by ceaseless extensive advertising. 

The important French brands for a long time 
avoided publicity, but they have begun to advertise 
in the past few years, and here too the good taste of 
French artists has quickly established the favorite 
names of the products of our country. It suffices to 
look through the popular and fashionable magazines 
to see in the pages of the best of them the advertise- 
ments of the French perfumers, and so real is the 
class of the products of our firms, that the pages in 
the women’s magazines, such as Fémina, Jardin des 
Modes, Vogue, etc, serve to illustrate the advertise- 
ments in the magazines of the entire world, and an 
advertisement by Coty, Houbigant, Lubin, Rigaud, 
Roger & Gallet, not to speak of others, is usually the 
most beautiful ornament of the foreign magazines. 

In the smallest details, French taste has been dis- 
played in everything that has to do with perfumes, 
and this is seen in the numerous accessories of pub- 
licity for show-windows and displays, which are dis- 
tributed more and more generously by the manufac- 
turers to the retailers, to assure the aid and collabora- 
tion necessary for the greatest distribution of their 
products. Special firms have offered shelves, sup- 
ports, articles of all kinds, for the better display of 
the products; even the shops themselves have felt this 
influence, being constantly renovated to conform with 
the latest mode, and helping by their example to em- 
phasize the increasing development of French per- 
fumery, in France and throughout the world. 

Even at the present time, when the economic depre- 
sion is so severe, French perfumery is showing an 
amazing vitality. Every day there are new creations, 
new models, new advertising methods; this only con- 
firms the solidity of the development that has been 
achieved, and it is an encouraging confirmation in 
these times, when many are surrendering to pessim- 
ism, and this beautiful French industry furnishes an 
example which should render the most discouraged 
persons optimistic again. 


Protest on Powder Boxes 

No. 16803.—Protest 471152-G of Wm. A. Foster & 
Co. (New York). 

Powder Boxes.—Powder boxes classified at 80 per 
cent ad valorem under paragraph 1428, tariff act of 
1922, are claimed among other things to be dutiable 
at 40 per cent under paragraph 399. 

Opinion by Sullivan J. There was testimony that 
the boxes in question are used principally for pin- 
holders, jewelry, and trinkets, and sometimes for 
powder. They were found not to be of the requisite 
shape and too bulky to be carried in the bag or pocket. 
As they are nickel-plated they were held dutiable at 
40 per cent under paragraph 399. 
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Perspiration Correctives and Deodorants 


Continuation of Article on Their Composition and Manufacture 
by Ralph H. Auch, A.B., Ch.E., Consultant 
Cincinnati, Ohio 


NOLORING of the solution of aluminum chloride 
C is no mean problem. A formula was submitted 
for inclusion in the American Pharmacists Asso- 
ciation Formulary thus: “Aluminum chlo- 
ride 224; water to make 1000; red color 
sufficient.” The one who submitted it 
avoided the issue beautifully by the state- 
ment “red color sufficient.” 

A popular and much read author states 
“Aluminum obtained when 
freshly prepared aluminum hydroxide is 
dissolved in strong acetic acid. A neu- 
tral solution is powerfully astringent and 
is used for checking excessive perspira- 
tion under the arms. A much advertised 
pink liquid is nothing more or less than 
this solution colored.” The solution referred to is 
doubtlessly a solution of alminum chloride rather than 
aluminum acetate. 

A solution of aluminum chloride precipitates most 
colors and decolorizes or discolors most of the remain- 
ing ones. Over two hundred colors were tested before 
one was found which would impart a pretty red that 
is positively fast to light. This dye is “acid magenta” 
or acid fuchsin. 


acetate is 


In addition to its color it is a germicide whose ef- 
fect probably results from the paralyzing effect on re- 
production of most bacteria. 

Since aluminum chloride as a deodorant is so spar- 
ingly used, being only patted on the skin on the lim- 
ited areas affected, care should be exercised in the 
choice of a bottle. The bottle should be panelled or 
of such shape as to be attractive and at the same time 
exaggerate the actual capacity of the bottle. For sale 
at a popular price the bottle should be of about three- 
quarter ounce capacity and at the very outside not 
larger than seven-eighths or one ounce. The sug- 
gested size will last the average user two or three 
months. 

Directions should be prepared with utmost care so 
that they are at once explicit, thorough and brief. The 
parts should be bathed with soap and water to rid 
them of partially decomposed excretions from the 
sweat glands as well as the sebaceous (oil) glands. 
Its use should be urged at night before retiring so 
that time is available to allow for the slow-drying 
It should be patted on and not rubbed in. 
It should not be used directly after shaving or using 
a depilatory on the parts, as irritation may result. 
To stimulate the quantity used it can be recommended 
highly for use in the foot-bath—no better in fact, has 
ever come under observation. 

Another formula that has met some favor is the 
following: Aluminum Chloride Al Cl;.6 H,O, 15 parts; 
Aluminum Sulphate AlI,(SO,):;, 5 parts; Borax Na 
B,O, 10H,O, % part; water to make 100 parts. 


process. 
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The advantage of this modification from the straight 
aluminum chloride solution is that it is not so harsh 
and the borax reacts with any free hydrochloric or 
sulphuric acid present to form boric acid 
which is much milder. Then, too, the 
solution somewhat more rapidly 
than a solution of aluminum chloride. 


dries 


Paste Deodorants 


Paste deodorants are not offered to 
arrest or retard the flow of perspiration. 
Their function is to neutralize body odors 
by retarding decomposition of the excre- 
tions of both the sweat glands and the 
sebaceous glands. At best they are only 
palliative so will be treated only briefly. 

Many have been the formule offered for the pur- 
pose but one of the simplest and most used pastes is 
as follows: 


PUCRORN c00s2<00ckeamcaunds 76 parts 


Me Ges Sirs cecceecusuuwani 20 parts 
err rr 2 to 4 parts 
Perfume as desired ............. enough 


The petrolatum may be any grade from light amber 
to white and is heated just above the melting point 
then run into the intimately mixed zinc oxide and ben- 
zoic acid. The perfume is run in before congealing 
starts. Continued mixing in a pony mixer makes a 
fairly smooth product but for a first grade smooth 
paste it is best to put the finished product through an 
ointment mill. 

The benzoic acid in this formula probably originated 
and came into wide use because of the use of gum 
benzoin in the preparation of benzoinated lard. Lard 
was benzoinated to retard rancidity and since the 
body odor is in part due to the decomposition of the 
fatty excretion of the sebaceous glands it followed more 
or less logically that benzoin or benzoic acid be used 
in a deodorant. 

The benzoic acid in this formula may be replaced 
with four or five parts of zine sulphocarbolate (zinc 
phenol sulphonate). 

Another simple formula is 


UsUENGIee GRU ck a cavcnceaeas 1 part 
Rt ME ci encncwicevadawes 16 parts 
POCKUREAN? ccd swadnnncawads 396 parts 
DOIG eo vesdtotcannidccebwuane to suit 


The procedure in making is the same as that for 
previous formula. If the boric and salicylic acids are 
in finely powdered form no milling is necessary. 


Cream Deodorants 
(Vanishing Cream Type) 


Relatively little work has been done upon this type 
of deodorant. However, ease and convenience of use, 
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and freedom from staining or greasing of the gar- 
ments recommend it. 

The term “vanishing cream” is not accurate. Van- 
ishing creams are ordinarily emulsions of an excess 
of stearic acid in a solution of sodium or potassium 
stearate. The emulsion is broken with the separation 
of water in the presence of acid salts or easily hydro- 
lized salts. This type of salt is present in deodorants 
so that the use of vanishing cream base is precluded. 
The base must be one that is unaffected by the pres- 
ence of easily hydrolized salts which render the mass 
slightly acid. A gum and starch 
best serves this purpose. 

For the active ingredients, 
num salts have been employed. 


mixture of paste 
various zinc and alumi- 

Hexamethylene amine 
has been observed up to 2 per cent in formulae in the 
Quinine sul- 
phate has also been found upon analysis. Its presence 
might be accounted for by the theory that it might 
render the active ingredients less liable to cause irri- 
tation or itching on sensitive skins. 

The starch is suspended in about one-fourth of the 
water cold and the remainder of the water heated to 
boiling when with stirring the suspended starch is run 
in a thin stream. The heat is continued until a smooth 
paste is formed. The powdered gum tragacanth is sus- 
pended in the glycerin and the whole added with 
stirring to the starch paste mass. The zinc salts inti- 
mately mixed are then slowly added to the paste mass 


past but its use has been discontinued. 


in a pony mixer or other available mixer. 
A type formula follows: 

Corn starch 

Powdered gum tragacanth 


parts 
0.8 parts 
6 parts 


Glycerin 


IN, soe si6:an behewin d 17 parts 
Zine phenol sulphonate ........ 8 parts 
Pe ND kG awiabsuaes db aels 1 parts 
gee er 100 parts 
NE ra eisitins SOV ean sw Soins q.s 
RE i i fehl cra hi dirs it aan q.s. 


The perfume should be one with an odor suggesting 
freshness and cleanliness rather than one of heavy o1 
sweet bouquet type. If any color is employed it should 
impart a flesh tint. The zine stearate resists wetting 
and for a fine smooth product the cream should be 


milled. 


Powder Deodorants 

Powders appear to be gaining favor but analysis of 
a number of them indicates they deodorize the excre- 
tions rather than retard the flow of perspiration to any 
marked extent. Tannoform, chloral hydrate and fer- 
rous sulphate each separately one part in from six to 
ten parts of starch have each had a considerable fol- 
lowing among the medical profession. Neither of these 
ingredients have ever been found in commercial pow- 
ders, however. 

Deodorant powders may be compounded so that they 
not only exert the deodorant action of the active in- 
gredients but the absorptive and adsorptive properties 
of the powder base as well. The table indicates the 
amount of moisture 100 parts of the following pow- 
ders will absorb. 
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OD. socn baie uRagaease iene 80 parts 
EE) ota Sivaree disk ean ae kaw ie 73 parts 
PU OOM. Kivihicsciveaeneers 70 parts 
Precipitated chalk ............ 65 parts 
WEE cecctaaGik hansen see es 61 parts 
Preparell chalk .......cscc00. 53 parts 

Zine stearate makes the powder more adhesive, 


which property more than offsets the fact that it sheds 
water. No powder has come under observation with 
a flesh tint but there can be little question but that it 
is desirable so that the powder is 
when applied. 

Boric acid, acid and calomel have been 
quite widely used but zine phenolsulphonate has _ re- 
cently been gaining favor as the active ingredient in 
powder deodorants. 

A simple formula: 


less conspicuous 


salicylic 


Tale (of good quality) 91 parts 


Per ree ee 4 parts 
Zinc phenolsulphonate ........ 5 parts 
PN: cbs sess &saran eres q.s 

The zine phenolsulphonate content can be raised 


appreciably if desired with no untoward effect. 

The addition of one part in five thousand of finely 
powdered silver nitrate well incorporated is desirable. 
It sterilizes since it is a germicide and in addition ex- 
erts an analgesic effect. 


Honors at Philadelphia College 


At the 109th annual commencement of the Philadel- 
College of 


phia Pharmacy and Science four men 
prominent in professional and scientific work were 
honored with the degree of Master of Pharmacy. The 


recipients of these were Julius H. Riemenschneider, 
Chicago, Illinois; Robert Glenk, New Orleans, Louisi- 
ana; Howard E. Gensler, Harrisburg, Pennsylvania 
and Henry Brown of Scranton, Pennsylvania. 

Mr. president of the 
National Association of Retail Druggists, an organi- 
zation in which he long has active. He is a 
former president of the Illinois Pharmaceutical Associ- 
ation and of the Chicago Retail Druggists’ Association. 

Mr. Glenk, for the past 26 years has been curator 
in charge of the Louisiana State Museum. In addition 
to his duties in charge of the Museum, Mr. Glenk has 
served the state of Louisiana as its commissioner at 
all important national expositions in the past 30 years. 
He is also secretary of the Louisiana Board of Curators, 
the Louisiana Historical Society, Superintendent of 
the Agricultural Department of the Louisiana State 
Fair and Editor of the National History Survey Bureau. 

The upon Dr. Gensler in 
recognition of his distinguished contributions to food 
chemistry. Within year after entering the De- 
partment of Agriculture he was given complete super- 
vision of the official examination of foodstuffs and 
similar products and, more recently, has been given, in 
addition, applications for foodstuffs, 
registrations and the issuing of licenses for their sale. 


Riemenschneider is now 


been 


degree was conferred 


one 


supervision of 


Henry Brown was honored in recognition of his long 
and distinguished services to pharmacy. He 
the 


is first 


vice-president of Pennsylvania Pharmaceutical 


Association. 
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Distribution of German Essential Oil 
Exports 
German essential oil exports are widely distributed 
in world markets, the principal consumers, however, 
being the leading medicinal, pharmaceutical, and toil- 
etries manufacturing countries. The following shows 
the leading markets for German exports of essential 





oils: 
EXPORTS OF ESSENTIAL OILS 

1928 1929 1930 
Kilos Kilos Kilos 
BRONTE. cccccwnens 30,000 82,300 27,600 
Czechoslovakia 40,600 40,200 45,200 
Great Britain 57,800 88,300 65,100 
Italy oss T0500 24,000 
Netherlands 4 58,900 
Poland 33,800 
Russia ‘ cay 11,000 
United States 115,800 275,200 61,200 
Other countries 352,000 448,600 346,300 
Potal 745,800 1,038,900 673,100 


—(Consul John J. Meily, Leipzig, and Trade Commis- 
sioner Wm. T. Daugherty, Berlin). 


Musk Exports from China Increasing 
China is the major world supplier of musk, a per- 
fume material of animal origin. Total exports of musk 
from China during 1929 showed a total value of nearly 
$760,000, as compared with about $527,400 in 1927. 
Details of the trade are shown in the following table: 





1927 1928 1929 
*Taels Value *Taels Value *Taels Value 
et eee 9,087 $171,622 11,298 $216,196 18,085 $365,588 
JAPAN wcicces oe 134,705 7,697 148,306 7,014 
Great Britain 38,900 74,068 6,309 119,098 6,245 120,200 
United States 1,742 32,451 4.500 845,725 3,720 68,367 
Total ..... 28,866 $527,400 35,474 $666,052 39,108 $759,485 


*Tael equal to 583.8 grain, or 37.8 grams, 


N. F. Committee Meets 

The Committee on National Formulary of the Amer- 
ican Pharmaceutical Association held its annual meet- 
ing at Pocono Manor Inn, Pocono Manor, Pa., on Mon- 
day and Tuesday, June 29 and 30, 1931. The entire 
Committee was present. Associate member, E. Fuller- 
ton Cook, who is chairman of the United States Phar- 
tevision Committee, and Dr. John C. 
Krantz, Jr., chairman of the Unofficial Standards Com- 
mittee of the American Pharmaceutical Association, 
were also present. 

One of the accomplishments of the meeting was the 
further consideration of admissions of N.F.V items to 
N.F.VI. As a result, a total of sixty additional items 
were approved for admission and two hundred and 
five items were tentatively not approved. This action 
was based upon actual facts showing the use of these 
preparations as determined by questionnaires which 


macopoeia 


had been sent to prescription stores, drug stores and 
hospital pharmacies throughout the country. Items 
admitted were found to be used in at least 20 per cent 
of the stores and hospitals in the United States. It is 
felt that this action will increase the value of the 
National Formulary very definitely, as many items 
which were of little use were not accepted at this time. 
The detail of items admitted up to the present time 
will be submitted to the press of the country at a 
later date and it is hoped that pharmacists and those 
interested in revision work will comment freely upon 
any actions which the Committee has taken. 
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British Drug Chain Reports 7,000,000 
New Customers 

Presiding at the 43rd annual meeting of Boots Pure 
Drug Co., Ltd., just held at Nottingham, Lord Trent, 
the chairman, thanked the stockholders for agreeing to 
a postponement of the meeting due to the first Lord 
Trent’s death. After H. B. Holthouse, the oldest 
director, had paid a moving tribute to the memory of 
the founder of the business, the meeting stood in silence 
for one minute. 

Delivering his address, Lord Trent said that £30,000 
had been transferred to the staff pension fund, which 
is £5,000 more than last year, and it now amounts to 
a total of £266,189. Last year £13,800 was paid to 
members of the staff who had had to retire through 
sickness or advancing years. The year’s profit balance 
is £722,264 ($3,611,320), which is very good in de- 
pressed times. After payment of preference and pre- 
ferred dividends and of four quarterly dividends of 6 
per cent on the ordinary shares, there is a balance 
from the year’s profits of £265,514, which together with 
the balance from last year amounts to £495,342 ($2,- 
176,710). A bonus of a shilling per share is being paid 
on the ordinary stock, absorbing £75,000, the same as 
last year; £200,000 is being transferred to reserves, 
and £220,342 is being carried forward. 

“The increase in the number of customers was nearly 
7,000,000,” said Lord Trent, “and in spite of the drop 
in prices and the public’s lower purchasing power our 
turnover was much the largest the company has ever 
had. From these facts, together with the year’s figures, 
there is only one conclusion to be drawn, that is, despite 
all difficulties, the year’s results are satisfactory. In 
order to get these results every process in our organ- 
ization, whether in the 
offices, is under 


laboratories, warehouses, or 
with a view to 


efficiency and economy, and wherever improved methods 


constant revision 
of machinery can be introduced we are doing so. 

“Our export 
during the 


trade has grown 


Our 


very satisfactorily 
companies have 
opened 33 new establishments during the year, and the 
total number at the end of March 911. At our 


Newcastle shop we have instituted a 24-hour service, 


past year. retail 


was 


which has been greatly appreciated. During the year 
we have kept our entire 17,000 employees on full time 
and a large number of men have been working on our 
extension at 
addition, we 


Beeston manufacturing laboratories. In 
have spent £200,000 on structural 
work to improve our various properties, and thus con- 


over 


tributed in a small way to prevent unemployment from 
becoming worse. While the general business outlook is 
have sufficient 
liquid assets for our requirements, stock in a healthy 
condition, and a loyal, hardworking staff, who can be 
relied on to do their utmost for the success of the firm.” 


uncertain, we satisfactory reserves, 


Reads Articles and Advertisements 
Eugene H. F 
I look forward each month to THE AMERICAN PER- 
FUMER as it is laden with a rich message of all that 
pertains to the perfume industry; the advertisements 
are artistically arranged, and the many original ar- 
ticles are well worth one’s time in reading. Success to 


you and more power to you. 
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Foragers Outing at Long Branch 

HE Foragers journeyed to Green 
Branch, N. J., the last Saturday in June for the 
annual outing. There were more than fifty in the party 


Gables, Long 


not counting the three musicians who played down and 
back and all the time the party was there. It was a 
fine day and as the pictures below ably demonstrate, 
everyone had a good time. This is only a small group 
of the excellent photographs which our neighbor, Toilet 
Requisites, secured, but they seemed to be representa- 
tive and to give a very good idea of how Foragers en- 
joy themselves on these annual outings. 

Arriving at Long Branch about eleven o’clock, the 
annual games were staged at once and by two-thirty 
when the gathering sat down to dinner, everyone was 
more than ready for the ample and excellent repast 
which the committee had prepared. Songs, jokes, and 
other pranks by members of the organization enlivened 
the dinner, the only solemn moment being when the 
members stood with bowed heads in memory of Evan 
Davies, the life of the party in former years, 
death took place since the last outing. 

Prizes for the games were presented at the dinner. 


whose 








They were in the torm of handsome and valuable 
toilet goods and a special prize of five dollars in cash, 


donated by “Jack” Lothrop to the one who made the 


most runs in the baseball game. They were won as 
follows: 50 yard dash, 1st Brauneiss, 2nd Keeley, 
3rd, Pollock; Three-legged race, 1st, Conley & Per- 


retti, 2nd, Pollock & Keeley, 3rd Cohn & McKay; 50 
yard walk, lst Conley, 2nd McKay, 3rd, Keeley; shoe 
race, Ist Conley, 2nd Keeley, 3rd Powell; relay race, 
Ist Conley, Brauneiss, Pollock and Powell, 2nd, Cramer, 
Schultes (right center below), Gardiner and Mayham. 
The contest for the bascball game re- 
sulted in a seven-cornered tie among Hanlon, Quinby, 
Gardiner, Pollock, McKay, Carlin and Mayham with 
Mayham taking the prize when “Jack” Lothrop (left 
center below) in the draw off. Each 
member present also received a handsome “Ace” comb 


most runs in 


drew his name 


as a special gift. 

The outing was a thoroughly enjoyable affair from 
the moment it started until it ended with the docking 
of the return boat in New York at 7 P. M. If you don’t 
believe it, take another look at the pictures below and 
especially study the look of contentment on Jack’s face. 
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Essential Oils in the U.S. P. XI 


Tentative Standards Discussed at Meeting of 


Sub-Committee in Philadelphia 


MEETING was recently held in Philadelphia of 

A the sub-committee on essential oils of the U. S. P. 
ig Revision Committee Sitting with the committee 
were several representatives of the industry and a gen- 
eral discussion of the standards for essential oils in the 
forthcoming U. S. P. XI was had. «The following is a 
brief summary of the proposals made at this meeting. 
It should be remembered that all of these proposals 
are merely tentative and that final standards have been 
adopted in no instance. 

Eucalyptol—R. I. 1.4570-1460. Omit phenol test. 

Oil of Eucalyptus—suggested test for phillandrene. 
2% cc. oil, 5 cc. petroleum ether 5cc. nitrite solution 
5 ec. acetic acid, more delicate than present test. 

Eugenol—solubility in 50% alcohol requirement 
rather than 70%. Specific gravity 1.064-1.066. R. I. 
limits. Solubility in alkali-substitute a definite amount 
of N/2 NaOH for indefinite U. S. P. test solution; 
change wording. 

Methyl Salicylate—Specific gravity. 1.180-1.183; R. 
I., 1.535-1.538; desirability of dropping birch and 





wintergreen to be referred to Scope committee. Omit 
petroleum products test. 

Bitter Almond Oil—shall contain 95% instead of 
85% of benzaldehyde; solubility in 50% instead of 
70% alcohol; omit nitrobenzene test; improved method 
of assay—oxidation method with H,O2 and determina- 
tion of bonzoic acid by titration suggested: 

Oil of Anise—no suggestions. 

Oil of Orange—color pale to intense _ yellow. 
Further study on differential refractive index recom- 
mended. 

Oil of Cade—solubility in ether to read—almost com- 
pletely soluble in ether with not more than a slight 
flocculent precipitate; specific gravity 0.949-0.990. 

Oil Clove—solubility in 60° alcohol. O. R. to—1°30'. 
In assay use solution. N/KOH instead of U. S. P. 
KOH test solution. 

Oil of Chenopodium—assay method to be further 
studied. 





Oil of Cinnamon—assay method change to U. S. P. 
VIII method. R. I. to be further studied. 

Oil of Coriander—no change. 

Oil of Juniper—no change. 

Oil of Lavender—R. I. 1.459 as lower limit; addi- 
tional test for foreign esters as under bergamot oil in 
Gildemeister & Hoffmann. 

Oil of Lemon—study of California oil with desir- 
ability of including it. Further study of differential 
refractive index and assay for citral. 

Oil of Peppermint.—Include U. S. P. VIII identity 
test for mentha piperita. 
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Final Action Later 


Oil Spearmint—assay for carvone to be studied 

Oil of Nutmeg—check lower limit for refractive in- 
dex also for rotation. 

Oil Fennel—no change. 

Oil Pint Pumilion’s solubility in 4156—X8 vols. of 90% 
alcohol replacing 80% solubility. Distillation at 180°C 
change 1% to 3%. Study ester content. 

Rosemary—ester requirement 212%. Solubility to 
read with slight haze. Suggested limits for O. R. 

5° to +410°. 

Sandalwood—limit for acidity. Question of Aus- 
tralian oil. Opinions expressed against inclusion. 

Oil of Sassajras—O. R. +2° instead of +3°. Con- 
gealing point at least 5°C. 

Oil Mustard—Omit distillation; give solubility in 
H.SO, of old pharmacopeeia. 


Turpentine—standard devised for color. 


In the general discussion of volatile oils the question 
of preservation was considered. The importance of 
having the oils dry was discussed. It was finally sug- 
gested that this requirement should be incorporated 
and a test for dryness be given. It. was also suggested 
that a general section on volatile oils should be intro 
duced into the new Pharmacopeia which should in- 
clude general tests and special provisions for essential 
oils. The following were mentioned. 

A special test for dryness to be studied such as the 
solubility in petroleum ether or carbon bisulphide. 

Oils to be dried and filtered before assaying. 

Odor should be characteristic and free from foreign 
or burnt odor. 

Special quantitative test for acidity instead of 
present litmus paper test. 

General test for esters of non-volatile acids similar 
to test given under bergamot oil in Gildemeister and 
Hoffmann. 

General test for diethylphthalate in oils. 


In the definition of essential oils in regard to quan- 
tity of active constituent the present word, “yield” 
should be changed to the word “contain.” Also, where 
the present definition requires rectification by steam, 
simply state rectified permitting vacuum rectified oils. 


In the discussion of American lemon oil it was sug- 
gested that both American and foreign oils be recog- 
nized, giving standards for each. This procedure has 
precedents in the present Pharmacopeia for example 
under benzoin, aloes and ginger, different varieties of 
each are recognized under their own descriptions and 
requirements. This is particularly the case in ben- 
zoin. 
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Trade 


Guerlain Perfumery Corp., importers of perfumes 
and cosmetics, New York City, has changed its cor- 
porate Guerlain, Ine. Guerlain, Inc., is a 
subsidiary of Les Parfumerie Guerlain, Paris. Ray- 
mond Guerlain is president of the American concern, 
and Bernard d’Escayrac vice-president and in active 





name to 


charge of the New York office. 
* 2K ok BS 

Miss Clara Ogilvie, who heads the New York labora- 
tories of Ogilvie Sisters, scalp and hair specialists, has 
sailed for their Paris salon, with her sister, Miss Eliza- 
beth Ogilvie of the Ogilvie Sisters’ Washington salon. 
Both Miss Clara and Miss Elizabeth expect to spend 
a good deal of their time abroad, at their own salons in 
They will bring back with them 


Paris and Biarritz. 





ELIZABETH OGILVIE 


Miss 


OGILVIE 


Miss CLARA 


the latest trend in hair and beauty culture as recom- 
mended by Miss Mabel Ogilvie, who is in charge of 
the Paris Salon, assisted by Miss Georgina. 

Miss Clara Ogilvie, who is combining on this trip 
business with pleasure, will return sometime in August, 
but Miss Elizabeth will remain in Biarritz until the end 
of the season. 

The firm of Ogilvie Sisters is famous not only for its 


hair preparations, but for the fact that there are 
actually seven sisters, each active in an international 
business. 

Miss Jessica Ogilvie left June 30 for an extended 


trip through the West. She also is combining pleasure 
with business as she is taking the trip planned by the 
Elks. From Chicago she went to Vancouver, to Seattle, 
Portland and then down to San Francisco and Los An- 
She will return to New York by way of Panama, 
stopping off a few days at Havana. 

She will call on only a few of her old friends in each 


geles. 


city as her time has been pretty well scheduled to meet 
her many obligations. 
x * * & 
Charles E. Leigh, president of the Lavoris Chemical 
Co., Minneapolis, is spending six months in Europe 
on a combined business and pleasure trip. 
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Prince Georges Matchabelli, president of Prince 
Matchabelli Perfumery Corp., New York City, returned 
June 23 on the Olympic from a six months’ visit 
abroad. The Prince spent the greater part of the six 
months at his shop in Paris and at his French factory 
at Clamart, where he will in future manufacture his 
perfumes for the American market as well as for for- 
eign distribution. 

On a trip to London, Prince Matchabelli arranged 
with Lalique Breeze Galleries to be the London agents 
for his products. A display was also planned at the 
“Ideal Home Exhibit” at Olympia Hall, London, which 
is held in April of each year. The Prince has also ex- 


tended the distribution of his perfumes and other 
products into Germany, especially in the stores in 
Berlin. 


He will return to Paris the first part of August to 
supervise personally manufacture there. 
* * * * 


One of the largest contracts for tooth paste adver- 
tising ever concluded in the Southwest has just been 
signed by Bost, Inc., New York and Chicago and the 
Fort Worth, Tex., Star Telegram. It calls for 36,200 
lines of Bost advertising in that paper beginning Aug- 
ust 2 and continuing for the rest of the year. At the 
same time, the company has concluded a twenty week 
radio with Station WBAP of 
Fort Worth consisting of two fifteen-minute periods 
each week from the first of August. Supplementing 
this advertising, display, dealers helps and a liberal 


advertising program 


sample campaign are planned. 
e * 


Distribution and operation of the Mum Manufactur- 
ing Co., maker of “Mum” deodorant, have been taken 
over by Bristol-Myers Co., New York City. Both com- 
panies are subsidiaries of Drug, Inc., and the change 
was made for the purpose of effecting certain savings 
and improvements in operating facilities. 


* 


C. D. Barradale, formerly with the advertising 
departments of Colgate & Co., and the Mennen Co., has 
joined the Frostilla organization and will be located at 
the Elmira headquarters of the company. The Shoe- 
maker interests which control Frostilla also own the 
Pompeian line and recently acquired the business of 
Scott & Bowne, makers of Scott’s Emulsion. 


‘2 2 « 


With the purchase of Terri, Inc., New York City, the 
Terri Cosmetics Corporation was formed with B. 
Skalar of Philadelphia, president; E. Zubow of Strouds- 
burg, Penn., vice-president; and Philip Buckbinder, 
secretary and treasurer. The company was _ incor- 
porated for the manufacture and sale of cosmetics. 
H. P. Richmond has been appointed director in charge 
of sales. 
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One hundred and twenty-five years is a long time for 
a house to be in business in America and a respectable 
age for a business concern in any country. 


ingly it is a pleasure to con- 
gratulate the house of Colgate, 
now an integral part of the 
Colgate-Palmolive-Peet Co., on 
attaining its 125th birthday. 
The history of the house is 
in reality a summary of the 
soap and toilet preparations 
business in the United States. 
Founded in 1806 by William 
Colgate, it has grown with the 
development of the country and 
has in many respects pointed 
the way for the many other suc- 
cessful companies now engaged 
in the manufacture of perfumes 
and toilet preparations. 
William Colgate, the founder, 
established his first factory in 
Downtown New York City on a 
little known — street, Dutch 
street, only one block long, 
running from John to Fulton in 
the heart of what is now the 
insurance skyscraper district. 
At the start, he collected his 
own fats and oils, manufactured 
his own soap and acted as sales 
force and publicity man by him- 
self. But the business expanded 


steadily and before the death of 
had become well established and prosperous. 


Succeeding the founder was 












commendable vision, transferred 
the business to more convenient and spacious quarters 
He also began the manufacture of 


toilet soap, being one of the 
first to produce this commodity 
in America, and thereby laid 
the foundation for the expan- 
sion of the house into the per- 
fume and toilet goods field. 

Rapid progress in the devel- 
opment of the company’s busi- 
ness and the expansion of its 
manufacturing facilities fol- 
lowed under his direction and 
that of his sons, who succeeded 
him in its management, and 
soon sales had spread through- 
out the United States and Can- 
ada and into many foreign 
countries. This development 
led to the establishment of 
branches for both sales and 
manufacturing abroad until 
there was hardly a country in 
which Colgate products were 
not known and widely distrib- 
uted. 

The company remained wholly 
in control of the Colgate family 
until the summer of 1928, when, 
sensing the trend toward con- 
solidation of industry into 
larger and more economic units, 


and desiring to continue as it had always been in the 
forefront of the country’s soap producers, a merger 
was effected with the Palmolive-Peet Co., a powerful 









Peau: 





Tansiak 


‘as - 





VIEW OF THE COLGATE JERSEY CITY PLANT. INSET SHOWS WILLIAM COLGATE’S FIRST PLANT ON DUTCH STREET 
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house formed by the union of the well known Palmolive 
Co., of Milwaukee and Chicago and the Peet Brothers 
Co., of Kansas City. The new company, now known 
as Colgate-Pa!molive-Peet Co., was immediately suc- 
cessful and the combination of new blood with the 
progressive policies and sound background of the 
house of Colgate has brought the company to its 125th 
anniversary year in a more powerful position than 
ever. 

Operating branches in all parts of the world, manu- 
facturing products which are in steady demand and 
pursuing policies of finance, manufacturing, sales, ad- 
vertising and employment which rank with the most 
progressive in any industry, the company continues to 
serve the public with an ever increasing volume of 
business. 

It is for us a pleasant coincidence that in our first 
issue, published twenty-five years ago, there appeared 
a sketch of the house of Colgate, which was then about 
to complete its 100th year. And it is a greater pleas- 
ure and privilege to extend again our heartiest con- 
gratulations to this company which has done so much 
to popularize American toilet preparations through- 
out the world. 

k ES ok Bo 

A. C. Drury & Co., Chicago, has been appointed 
representative in the United States for the sale of 
the products of P. Robertet & Cie., manufacturers of 
perfume raw materials, Grasse, France. The Robertet 
line is well known in this country, having enjoyed a 
wide distribution here for many years. It includes 
floral absolutes and concretes as well as numerous 
other products and specialties. The company itself is 
one of the best known houses in the Grasse region, 
and its many friends here will be pleased to learn of 
its representation by the progressive house of Drury 

* * *& &* 


John N. MecMath, president of Louise Rogers, Inc., 
advises us that his company has purchased the entire 
assets and registered trade marks of the “House of 
Youth” line from Elsie M. Cole, Albion, N. Y. The 
“House of Youth” toiletries were originated over two 
years ago and include lipsticks, eye heautifiers and 
creams. They will now be manufactured in New York. 

* * ok 

Ducharme Products, New York, has recently been 
formed for the manufacture and sale of creams and 
perfumes. Since its formation in March it has added 
distribution of the Diny line of perfumes. 

P. M. Bourdain, formerly with Mirodena and Terri, 
Inc., is president and treasurer of the new company, 
and Miss Mazie Henderson is secretary. 

‘* * * x 

The two months old son of Mr. and Mrs. John 
Tweedle was christened John Matthew Jr. on July 4th 
in the Church of the Madeleine, Paris, where Mr. and 
Mrs. Tweedle were married just about a year ago. 
Mrs. Tweedle is the former Miss Georgina Ogilvie, 
one of the famous seven Ogilvie sisters. 

xk kk 

The American Manufacturers of Toilet Articles 
moved its New York office on July 1 to 10 East 40th 
street. The new telephone number is CAledonia 5— 
0225 


“eo. 
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V. Vivaudou, Inc., American Druggists Syndicate, 
and Kny-Scheerer Corp., all of New York have filed 
with the Secretary of State notices of reduction in 
capitalization from $100,000 to $1,000 each. These com- 
panies are subsidiaries of Vadsco Sales Corp., Long 
Island City, and the reduction has no effect upon the 
conduct of their business. 


* * * * 


Harvey R. Hutchins is now sole owner of the Bentona 
Products Corp., San Francisco, manufacturer of cos- 
metics. Mr. Hutchins has bought the interest of his 
former partner, Charles E. Gordon, in the company. 


Appointment of John J. Pollock, formerly in an 
executive sales capacity with Tre-Jur, Inc., as general 
sales manager of the Superior Products Corporation, 
347 Fifth avenue, New York City, has been announced 
by Frederick Spitalny, president. Mr. Pollock, who is 
widely known in the toiletries field, will assume his new 
duties immediately with headquarters in New York. 

The Superior Products 
Corp., is the manufacturer 
of the “Volupte” brand of 
compacts, lipsticks and 
perfume sprays, with 
plants at Elizabeth and 
Linden, N. J., and offices 
in Chicago and Los 
Angeles. 

A graduate of Cornell 
University, Mr. Pollock 
holds B.S. and M.S. de- 
grees. During the war he 
served as assistant direc- 
tor of transportation and 
distribution for the New 
York State division of the 
United States Food Administration. He was _ later 
appointed by Governor Alfred E. Smith to the State 
Reconstruction Commission, afterward serving in an 
executive capacity on transportation and distribution 
problems with the Port of New York Authority. 

He subsequently became associated with the Ameri- 
can Corp., exporters, as director of their chemical and 
food divisions, which led to his entry into the perfume 
field. He was later for two and a half years Eastern 
sales manager for Mystikum Parfums, and then joined 
Tre-Jur with whom he was associated for six years. 

An arrangement has: been effected with H. R. Mallin- 
son & Co., silk manufacturers, by the Superior Products 
Corp., to incorporate in the vanity line the favored 
apparel shades of the coming season, according to Mr. 
Spitalny. 


JOHN J. POLLOCK 


The Standard Drug Co., Jacksonville, Fla., was re- 
cently re-organized and has taken over the business of 
the Liv-Ro Products Co., manufacturers of a _ pro- 
prietary remedy. The company, which operates a 
large plant in Jacksonville in charge of T. S. Gray, 
expects to add toilet preparations and other products 
to its line in the near future. It invites inquiries from 
makers of fibre boxes, cartons, bottles, corks, caps, 
labels, drugs, essential oils, chemicals and machinery. 
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(After making a study of business conditions on an 
eight weeks’ trip throughout the South and West, 
Willoughby M. McCormick, president of McCormick 
& Co., has returned to his office in Baltimore, confident 
that this Fall will see a great change in business and 
that for the better. 

Mr. McCormick bases this feeling on the fact that 
bankers and merchants 
all through the South and 
Middle West are much 
more optimistic, and feel- 
ings in general are toward 
a gradual increase’ in 
business as most are fast 
getting from under their 
frozen loans burdens. In 
Alabama conditions have 
shown marked 
ment, especially 
Birmingham 


improve- 
around 
where the 
steel mills are operating 
at about 75 per cent of 
their capacity. In Hous- W. M. 
ton, also, the trade was 
most optimistic, and notwithstanding the low price of 
cotton and oil, business is holding its own remarkably 
well. In fact, he found, as he proceeded West, that 
conditions gradually improved, especially in compari- 
son with those in the East. 

Covering approximately ten thovsand m'les, Mr. Me- 
Cormick’s object primarily was to studv conditions. 
However, on his route, he visited all of his branch 
offices and warehouses, and addressed numerous gather- 
ings of grocery merchants and their salesmen. He re- 
turned to Baltimore very well pleased with the results 
of his observation. 


McCorMIck 


* * * & 


Commercial Alcohol Corp., moved _ its 
Brooklyn warehouse and sales office to its plant at 2323 
Blanchard street, Newark, N. J., on July 1, where the 
company has better facilities to serve its customers. 
As a further convenience and saving to its local trade, 
the company has leased two private telephone wires in 
New York City through which it may be reached direct. 
The numbers are HItcheock 4-0486 and HItcheock 
1-0487. 


Rossville 


* ¢ 6 @ 


Miss Kathleen Mary Quinlan sailed on July 2nd on 
the New York for a six weeks’ trip abroad. Aceom- 
panying her was her husband, Drew Drees. They ex- 
pect to visit Berlin, Budapest, Vienna and Paris before 
returning to New York. 


ee a 


Leroy Fairman, who has long been a contributor to 
our pages, announces in the advertising section of this 
issue a new service which he is now prepared to render 
in the merchandising field. Mr. 
introduction to our readers. 


Fairman requires no 


* o * 


A. Breslauer, Inc., New York, international distribu- 
tors of beauty preparations, have leased the fourth 
floor of the Cassard Romano building at 305 East 
Sixty-third street, New York. The brokers were 
Brown, Wheelock, Harris, Vought & Co., Inc. 
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Since the merging of Woodworth and Bourjois, both 
of New York City, under the name of Bourjois, Inc., 
an annual award or prize has been offered by the com- 
pany to the man who gains the greatest percentage in 
yearly sales. For the year 1930, two men were so 
close in the additional volume of business done that 
both were selected as prize winners. The lucky two 
were Nelson Liset, the New England representative 
cnd Guy Johnson with headquarters in Atlanta. 

Mr. Liset and his wife, as a result of his excellent 
alesmanship, have been enjoying a six weeks’ trip 
abroad. Mr. Johnson would also have had this pleas- 
ure but due to unforseen circumstances was unable to 
go. <A substantial check was consequently presented 
to Mr. Johnson in lieu of this trip. 

Following a week spent in London and a week in 
Paris, Mr. anil Mrs. Liset enjoyed an extensive trip 
taking in several countries, which was planned by the 
Paris office of Bourjois. They returned to New York 
the early part of July. 

oe a 

Neal R. Andrews, president of Marinello Co., and 
Inecto, Inc., New York, is spending two months in a 
combined business and pleasure trip which will take 
him through the Pacific Coast territory. He expects to 
visit many Marinello distributors in that section. 

* * * * 

McCormick Laboratories, Inc., Ann Arbor, Mich., 

manufacturer of toilet preparations, has moved from 


9 


its old address at 337 South Main street to more con- 
venient and Irrger querters at 323 East Hoover avenue. 
* a * * 

AVladin La!«-cter’es, Inec., Minnearolis has appointed 
F. H. Tiedemann & Co., New York, Eastern representa- 
tive for the sale of its products. 

* ae x x 

Last month we published an item in our Chicago 
news section about the speed with which “Andy” An- 
derson of Massey & Massey Co., manufacturers of fla- 
voring extracts covers his sales territory by airplane. 








“ANDY” ANDERSON AND HIS PLANE 


Unfortunately the accompanying photograph of “Andy” 
and his plane arrived just too late for inclusion with 
that item. During the last four years, he has covered 
nearly 250,000 miles through the air and has worn out 
two planes. He insists that it is the only way a sales- 
man can properly cover his territory and proves its 
safety by the fact that he has never had an accident. 
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Albert Delavigne, president and general manager of 
George Silver Import Co., New York, representative 
of Etablissements Roure Bertrand Fils & Justin 
Dupont, Paris and Grasse returned on the Paris June 
29 after a five-week trip abroad. This was Mr. Dela- 
vigne’s twenty-eighth Atlantic crossing. He made his 
headquarters in where he conferred with offi- 
cials of his company’s principals. 

While business in France is retarded generally be- 
economic conditions, Mr. Delavigne reports 


Paris 


cause of 
a more optimistic outlook in Paris due in a 
to the success of the Colonial Exposition there. 

on floral oils, he says, are now so low that 
little chance of any further permanent de- 
Opinion in Grasse appears to be that rose 


measure 


Prices 
there is 
pression. 


products will show an increase in price due to part of 
the crop being damaged by inclement weather. 
At the Paris Colonial Exposition, there were 


several displays of perfume raw material houses and, 
of course, many devoted to finished perfumes and 
toilet goods. One of the best located and most attrac- 
tive of these displays is that of Etablissements Roure 
Bertrand Fils & Justin Dupont, Paris and Grasse. This 
booth, a photograph of which is reproduced herewith 
was located in the center of the perfumery section of 
the exposition and right along side of the displays of 
Rigaud, Bourjois, Guerlain and other imported finished 
goods houses. The booth itself is attractively decorated 
and contains samples of the products of the company 
displayed in handsome cases and has attracted much 
favorable attention. 








BooTtH OF ETS. ROURE BERTRAND FILS & JUSTIN DUPONT 
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De Belle Chemical Co., Newark, N. J., has contracted 
with the Balneo Products Co., New York, giving the 
latter exclusive distribution rights of its hair restorer, 
“Natcola”. 

* * * x 

W. J. Bush & Co., Inc., New York City, has advised 
us of the arrival in this country of Hugh Gill. Mr. 
Gill, who has been con- 
nected with the house for 
many years, arrived on 
the Adriatic, July 6. He 
will remain here and will 
be associated with the 
New York headquarters 
of the company 
manager and assistant to 
R. Righton Webb, secre- 
tary and treasurer of the 
American company. Mr. 
Gill has had long experi- 
ence in the line and is 
particularly acquainted 
with the work of the 
American house through 
connection with the export department of the 
parent company, W. J. Bush & Co., Ltd., of London. 


as sales 


HUGH GILL 


his 


Chemists Associated, New York City, has been or- 
ganized by a group of research specialists associated 
with one of the largest Eastern universities. Most 
of its members are teachers on the staff of this uni- 
versity, and have banded together for the better han- 
dling of the business details of their work. 

The new company will handle problems in the fields 
of botany, bacteriology, cosmetics and general phar- 
macy, a large part of its activities being in the pri- 
vate formula field. Executive directors of the organi- 
Hart, F.D.A., B.S., Harry 


zation are Fanchon and 


Taub, B.S., A.M. 
ca a *K a 
C. C. Conwav, chairman of the board of the Conti- 


nental Can Co., returned on the Aquitania, recently 


after a six weeks visit in England. Mr. Conway 
reported that new industries using the products of 
his company have been developing very rapidly in 
that country, the fruit canning industry being an 


example with an increase in five years from two or 
three firms to a total of seventeen. 
* * * 

One of the plants of L. Givaudan & Co., in Lyons, 
France, was recently damaged by fire. The blaze 
originated in the pharmaceutical house of Givaudan- 
Lavirotte, which adjoined the L. Givaudan & Co. plant. 
No interruption in the company’s service will be en- 
tailed, the finished goods warehouse not having been 
damaged. The damage to the plant itself was com- 
varatively small and plans for its reconstruction are 
already under way. 

* * * * 

H. J. Higdon of the Phoenix-Hermetic Co., Chicago, 
is receiving congratulations on the birth of a son Harry 
John II, on June 17 at St. Luke’s Hospital in that city. 
Young Mr. Higdon weighed 8 pounds 9%4 ounces, but 
has since put on much weight. Mr. Higdon, Sr., sent 
out a most unusual announcement of the happy event. 


The American Perfumer 


Francois Nazare, member of the staff of Guerlain, 
Inc., New York, returned not long ago from a rather 
interesting and unusual six weeks’ vacation exploring 
the jungles of Panama. Starting from the south shore 
of Panama, he explored the territory of Darien, a little 
known section of the peninsula and flew over La Palma, 
Tipangana, El Real and Yaviza. “From a point a few 
miles north of Yaviza,” _— 
he tells us, “at about the ‘ Iw 
mouth of the Rio Chico, . 
I took an Indian cayuque 
and paddled up the river 
alone. The Rio Chico was 
famous among the old 
Spanish conquistadores 
for its pebbled bottom, 
rich in gold deposits and 
precious stones. Travel- 
ing that river alone was 
an amazing experience; 
always I was conscious of 
being watched by people 
whom I could not see. By 
putting up at night at In- 
dian huts and making friends with the native tribes, 
I finally penetrated further into the wilds of Darien 
than any white man had ever done—into the country 
of the Chokois Indians. 

“Dangerous and amusing were my experiences,— 
but the funniest of all was the introduction of lipsticks 
to the Chokois of Panama. I noticed that they had 
a way of painting their faces and their bodies in 


FRANCOIS NAZARE 


strange designs with red chalk. One day I called a 
young brave aside and started to make up his face in 
the accepted patterns, using some Guerlain indelible 
lipsticks. All the tribe gathered round to watch the 
amazing performance of this stranger from the world 
outside, and to admire the lovely new jewel, the lip- 
stick, wrapped in a paper like a manuscript and shining 
in its gold and enamel. They even insisted upon smell- 
ing its odor. But the women were the most interested. 
Curious how quickly they caught on to 
the intriguing possibilities of lipstick, 
to paint not only their faces but their 
bodies as well. 

“You can hardly imagine how 
strangely impressed I was by this in- 
cident. Lipsticks which are sold in the 
smartest shops on Fifth avenue, to give 
just the right note of sophistication to 
the make-up of civilized woman,—as a 
wandering peddler might have done, I 
used them to paint up a whole Indian 
tribe from head to toe!” 

This, however, is only one of the 
many interesting experiences that Mr. 
Nazare has had since he joined the 
Foreign Legion and later the Flying 
Corps in 1914. Since the war Mr. Na- 
zare has tried his hand at many and 
varied occupations; from soliciting sub- 
scriptions for a San Francisco labor 
newspaper to various exploring expedi- 
tions to Honduras and Guatemala for 
Pathé and Harvard University, accom- 


& Essential Oil Review 





panying Pathé’s famous camera man, Varick Friccel, 
who was a victim of the recent Viking disaster, but 
more recently within the past few years a member of 
the staff of Guerlain, Inc. 

“Perfume,” says Mr. Nazare, “is the quintessence of 
modern civilization. Above all things in importance 
in our social scheme today, is the fact that women must 
make themselves attractive to men, and it seems to me 
that all the rest of the world could disappear, but 
cosmetics and perfumes would remain to the very last. 

© * ~ OK 


A. C. Drury & Co., Inc., Chicago, Ill., advises us of 
its appointment as Mid-West representative for the 
Pennsylvania Collapsible Tube Co., Williamsport, Pa., 
and the Theodor Leonhard Wax Co., Inc., Haledon, 
Paterson, N. J., makers of beeswax for the toilet 
preparations industry. The new accounts in addition 
to nine other raw material accounts will enable the 
company to give well rounded service in the Middle- 
West. 

* * * o*” 

F. E. Watermeyer, president of Fritzsche Brothers, 
Inc., New York City, and Mrs. Watermeyer have re- 
turned from a month’s visit in Europe and are now 
at their farm in Massachusetts. Mr. Watermeyer ex- 
pects to spend about a month there returning to his 
desk early in the Fall. 

o* * * * 

Mr. and Mrs. Louis Amic have sent us an announce- 
ment of the birth of a daughter, Sybil, at Paris on 
June 19. Mr. Amic is well known to our readers as a 
director of Etablissements Roure Bertrand Fils & Justin 
Dupont, and the nephew of Louis Roure, head of that 


important house. 
ao * on * 


Harold H. Sherwood, founder and president of the 
Sherwood Petroleum Co., Brooklyn, N. Y. is spending 
the summer at the Whisperwood Camps, Salmon Lake, 
North Belg ade, Maine. He reports that he is spend- 
ing much time fishing with his usual luck. 





A HERMIT’S HUT IN PANAMA PHOTOGRAPHED BY MR. NAZARE 
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An announcement from the Naugatuck Chemical Co., 
concerning its intention to enter the aromatic chemical 
field and sell those products through Bushfield, Inc., 
New York, is of 


because it 


particular interest to this industry 
confirms the trend of the larger organic 
chemical corporations to become interested in research- 
ing the production possibilities of aromatic raw ma- 
terials for use in the per- 
fumery, 
industries. 

It has 
the last 2 or 3 years that 


soap and _ allied 


been known for 


the Naugatuck company 
was actually producing 


these aromatic 
the 


its production 


some of 
bodies but extent of 
and_re- 
search in this line has not 
been generally known. Its 
plant which is located in 
Naugatuck, 
about 25 


Conn., and 


covers acres of 


land, 





seems very. well 


BUSH 


BURTON T. 


equipped as to facilities 
and technical control for extending its present opera 
tions in the organic chemical field. 

It is a subsidiary of the United States Rubber Co., 
which ranks aniong the largest American corporations 
and is under the control of the DuPont Co. By reason 
of its extensive scope of operations, it has its own 
branches throughout the world, a number of which are 
located in the essential oil producing countries. 

The selling agent for these products, Bushfield, Inc., 
although a comparatively new company, has a person- 
nel of long and active experience in this field. Burton 
T. Bush, this company has 
actively connected with the industry for many years 
and has earned the reputation of being one of the pro- 
gressive factors in the building of the aromatic chem- 
ical industry in the United States. It was while Mr. 
Bush was president of Antoine Chiris Co., that its well 
known plant at Delawanna, N. J., built. This 
plant was later acquired by Givaudan-Delawanna, Inc. 

The text of the announcement of the Naugatuck 
Chemical Co., is as follows: 

“As a result of the policy of the Naugatuck Chemical 
Company to extend the scope of our research and de- 
velopment so as to provide the broadest possible utili- 
zation of each raw material, intermediate, or by- 
product produced in our chemical works or readily col- 
lectable by our various branches or affiliates through- 
out the world, we announce the formation of an Aro- 
matics Division, of our company, and the appointment 
of Bushfield, Inc., 67 Lexington Ave., New York City, 
as sole selling agent for these products. 


who heads selling been 


was 


“Bushfield, Inc., headed by Burton T. Bush, will main- 
tain a special service laboratory at New York City, 
and will collaborate with our research laboratory at 
Passaic, N. J., and our production department at Nauga- 
tuck, Conn., to the end that we may offer aromatic 
materials of the highest quality and so that the prob- 
lems of our customers may have every attention.” The 
entrance of this company into the field may well be an 
important stimulus to the industry. 
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Reich-Ash Corp., New York City, advises of the 
appointment of J. George Slater, formerly Middlewest 
Lepresentative as general sales manager of the Reich- 
Ash Corp. and its subsidiaries. Joseph B. H. Ash has 
been elected the late Monroe 
The other officers are: Sidney Ash, chairman 
of the board of directors and treasurer; Emanuel Ash, 
vice-president and assistant treasurer; and Stephen 
Ash, secretary. Manufacturing operations are now 
under way in the company’s new factory in Brooklyn 
where 140,000 sq. ft. of space are available. 
x * k * 

J. N. Hope, Northwest district manager of the 
Owens-Illinois Glass Co., Toledo, Ohio, is celebrating 
his quarter century service in the glass bottle business. 
During his long period of service he has been located 
at St. Paul, Minnesota, and has always been connected 
with the Illinois Co. Mr. Hope is one of the 


best known glass bottle men in the Northwest. 
* * ex * 


president, succeeding 


Loeb. 


Glass 


J. Albert Bauer, who is favorably known to buyers 
of perfume materials in Ohio, Indiana and adjoining 
states, has been appointed by the Edward T. 
Company, Inc., Conn., 
fumers’ materials and 
fume compositions, to care for the increasing needs 
of its many old new accounts in the field. Mr. 
Bauer will have his headquarters at 22412 East Fourth 
street, Cincinnati, telephone Main 7712. 

. ¢ & ® 


Beiser 
Riverside, importers of 


manufacturers of 


per- 
raw per- 


an] 


George Howard Neidlinger, founder and former 
president of the Peerless Tube Co., Bloomfield, N. J., 
died at the home of his sister in Mystic, Conn., July 8. 
He was 60 years old. Mr. Neidlinger was 
Brooklyn, N. Y. 

In 1905, 
from 


born in 
the Peerless 
retirement 
ago was actively engaged 
in the tube 
business as president and 


he organized 
until his 


Tube Co., 
about two 


end 
that time years 
collapsible 


head of that company. He 
was responsible for many 
of the improvements made 
in tubes during last 25 
years and was known for 
and 
ward looking policies. 


his progressive for- 


Interested also in wel- 


fare work and_ civic 
affairs, Mr. Neidlinger 
organized the first Boy 
Scout Troop in East 
Orange, N. J., where he 
becoming local 


> S 
THE LATE 
G. H. NEIDLINGER resided, 

Scout commissioner and field commissioner for the 

national Scout organization. He founder of the 

East Orange Garden Club and the Manufacturers’ Club 

of Bloomfield and a former president of the Ashland 

Stadium Association of East Orange. 

Surviving are his Mrs. Edwin 
M. Hall of East Orange and two sons, Lloyd K. and 
Newell G. Neidlinger. 

Funeral services were held at Mystic, Conn., July 10, 
end atten’e’ by a from the 
trade. 


was 


widow, a daughter, 


were large delegation 
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Cn August 2, Fritzsche Brothers, Inc., New York, 
will celebrate the completion of sixty years’ service as a 
producer and distributor of essential oils, aromatic 
chemicais and perfume raw materials. It was on that 
date in 1871 that Paul T., Herman T., and Ernst T. 
Fritzsche formed a_ partnership under the style, 
Fritzsche, Schimmel & Co., to distribute in the United 
States, the products manufactured by Schimmel & Co., 
of Miltitz, Germany. 

Starting business in modest quarters 
on Cedar street, the new firm soon had 
to seek larger space and moved to 
Barclay street, where it remained until 
1908, when it moved again to 82 Beek- 
man street, its present location. There, 
the company has expanded rapidly ana 
at present occupies several floors in the 
original building and also considerable 
space in the building next door. 

Six years after the firm was started, 
the style was changed to Fritzsche 
Brothers, and in 1886, Paul T. Fritzsche, 
its head, died and was succeeded by 
Sigmund Leerburger, who headed the F. E. 
house until 1893 when Carl Brucker 
control of the company’s operations. 
F. E. Watermeyer, present head of the company, 


assumed 


joined it in 1895 when he established the first branch 
office in Chicago. Five years later, this office was 
turned over to B. F. Zimmer, who still directs it, and 
Mr. Watermeyer returned to the New York head- 
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quarters to assume more important duties. 
In 1913, upon the death of Mr. Brucker, M:. Water- 
meyer took over active direction of the business, hav- 
ing been made a partner in 1907. Shortly thereafter 
he purchased the interests of the parent firm and the 
New York house became purely an American organiza- 
tion. Desiring to give substantial recognition to the 
older employees and as a first step toward the 
perpetuation of the business, Mr. Water- 
meyer incorporated Fritzsche Brothers, 
Inc., in 1919 and became its president. 
F. H. Leonhardt who had been with the 
company from 1895 became vice-presi- 
dent, the late Julius Koehler, an em- 
ployee since 1887, was chosen secretary, 
and William A. R. Welcke, connected 
with the house since 1885, treasurer. 
Rapid expansion by means of branch 
offices was early un“ertaken by the 
house, and in 1902 a Boston office was 
established in charge of F. W. Atwood 
and A. W. 
that George L. Ringel had opened an of- 
fice in Cincinnati, later moved to Colum- 
bus. In 1905, A. S. Barada opened the 
Kansas City branch; H. F. Prien established one in 
San Francisco, which, since Mr. Prien’s death, has been 


McKey. Two years before 


in charge of G. A. Blaikie, and William Bodenbender 
opened one in New Orleans, while in 1913 A. D. Arm- 
strong, who succeeded Mr. Koehler as secretary upon 
the latter’s death, began lLranch operations in Phila- 





THE PRESENT BUILDING OF FRITZSCHE BROTHERS, INC. IN NEW YORK 
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delphia. The Canadian branch which is handled by 
Mr. Ringel was opened in 1922 and the following year 
the company purchased its own building in Chicago. 

In 1924, Mr. Zimmer and Mr. Ringel were elected 
vice-presidents of the company. 

While maintaining a close relationship with Schim- 
mel & Co., whose products the company sells in the 
United States? Fritzsche Brothers, Inc., early began 
the manufacture of its own lines in this country with 
a plant at Garfield, N. J. Expanding its business in 
other parts of the world, the company now has offices 
in many foreign and recently purchased 
Parfumeries de Seillans, located at Seillans, France, 
near the heart of the Grasse flower-growing centers. 

Continuing its policy of conservative expansion 
along sound lines, the company enters its sixty-first 
year in a position to give excellent service to its many 
friends here and It is a pleasure to extend 
to Fritzsche Brothers, Inc., and to Mr. Watermeyer, 
its active head, sincere congratulations on its anni- 
versary. 


countries, 


abroad. 


* * * * 


Myram Picker, founder and general manager of the 
Crystal Chemical Co., New York, and Mrs. Picker are 





Mr. 


AND Mrs. MYRAM PICKER 
spending several weeks in Europe. They will visit 
England, France and possibly other countries on a com- 
bined business and pleasure trip. Mr. Picker is also 
general manager of Trece Laboratories, New York City. 

The accompanying photograph was taken aboard the 
Minnetonka on which Mr. and Mrs. Picker sailed. In 
an interview on the ship, Mr. Picker said that he was 
well pleased with sales of “Outdoor Girl” toiletries and 
“Z. B. T.” products thus far in 1931, his business being 
ahead of that for 1930 over the same period. He antici- 
pates continued improvement during the remainder of 
the year. 

* * * & 

Maison Frederic, Inc., Pittsburgh, Pa., has moved its 

offices from 518 Wood street to 207 Fifth avenue. 
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All the Cincinnati branch sales offices and ware- 
houses of the Armstrong Cork Co., manufacturers of 
linoleum, rugs, insulation materials, and all kinds of 
cork products, are now consolidated at 232 West 
Seventh street. The move, which brings together sales 
that have previously maintained separate 
offices, was completed July 20. 

The divisions affected and the quarters from which 
each will move are as follows: Armstrong Cork Co., 
Floor Division, 538 Dixie Terminal building; 
Armstrong Cork & Insulation Co., Insulation Sales 
Division, 1015 Broadway; Armstrong Cork Co., Cork 
Sales Division, 1017 Broadway. A recently organized 
sales unit of the company, known as the Temlok Dealer 
Sales Division, will also be located at the new office. 
The dealer distribution of Armstrong’s “Temlok,” a 
fibreboard insulation, is handled by this division. 

x * o * 


divisions 


Sales 


In a recent issue of “Petit Nicois’”, Leon Chiris, son of 
Georges Chiris and chairman of the board of Antoine 
Chiris Co., New York, discussed in very interesting style 
the present situation in the Grasse section and espe- 
cially the market for floral products. Mr. Chiris, in 
addition to calling attention to the difficulties which 
both growers and producers of perfume raw materials 
face at present, made a suggestion for the ameliora- 
tion of present troubles. He that con- 
tracts between growers and producers of floral products 


reccmmended 


be made at a fixed price covering a number of years. 
It is his belief that this policy would result in stabiliza- 
tion of the industry, encouragement to the growers 
and freedom from wide price fluctuations to the con- 
sumers, thereby being of direct and distinct benefit to 


these three co-ordinate branches of the perfumery 
industry. 
oS 2 oF w 
Ambrose D. Paull, son of A. W. Paull, secretary 


and general manager of the Wheeling Stamping Co., 
Wheeling, W. Va., with the 
Wheeling Stamping Co. in the capacity of asssitant 
secretary. He was graduated from Lafayette College 
in June with the degree of A.B. During his under- 
graduate years Mr. Paull was active in student affairs 
but despite this he was graduated with high scholastic 
Immediately after graduation he went to 
Wheeling where he assumed his new duties. 
x * * * 


has become associated 


honors. 


Inc., Providence, R. I., has _ re- 
cently enlarged its manufacturing facilities adding 
considerable space to the lacquering department to 
take care of the increased demand for colored lacquered 
work. 

A New York office has been established at 11 West 
42d street, in charge of F. A. Marsek. Complete dis- 
plays of metal vanity and lipstick cases are featured 
there for the convenience of the Metropolitan trade. 
a 


Hingeco Mfg. Co., 


New representatives have been recently appointed 
for Detroit and surrounding territory by the Glyco 
Products Co. Solvents & Chemicals, Inc., 8747 Brandt 
avenue, will handle the heavy chemicals for leather, 
textile, rubber, varnish and other technical industries. 
L. H. Carlson of Detroit Savings Bank building will 
have charge of fine chemicals catering to the cosmetic, 
pharmaceutical, beverage and food products industries. 
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Co-operative group insurance through which em- 
ployees benefit at a moderate cost through life insurance 
policies a part of whose premiums is borne by the em- 
ployer, has been coming rapidly to the fore in the 
toilet goods industry. 

Recent policies of this sort have been issued to the 
Vadsco Sales Corp., Long Island City, N. Y. and Inecto, 
Inc. All of the numerous subsidiaries of these two 
companies are covered in the policies, those of Vadsco 
amounting to about $1,000,000 and those of Inecto to 
about $500,000. 

This movement is in line with the best of modern in- 
dustrial policy and seems likely to spread still further 
in the progressive toilet goods business. 

* * * x 


Allan Brown of the Bakelite Corp., New York, N. Y., 
who is well known in the toilet preparations industry 
for his ideas on packaging, was elected president of 
the National Industrial Advertisers Association at its 
recent convention in New York City. 

* * * & 


Roger Weber, Givaudan-Delawanna Inc., New York 
City, sailed on the Lafayette July 16 for a six weeks’ 
business and pleasure trip abroad. 

* * x * 


Several houses in the toilet goods and allied fields 
have joined the Drug, Chemical & Allied Section of the 
New York Board of Trade, Inc. Among them we note 
the American Can Co., Armstrong Cork Co., Ungerer & 
Co., and John Powell & Co. In the flavor and beverage 
field the Canada Dry Ginger Ale Co. has been elected 
to membership. 

ee © © 

Robert F. Walker, president of the R. F. Walker 
Advertising Agency, Inc., Chicago, has been appointed 
general sales manager of the Jewel Tea Company, Bar- 
rington, IIl., Regan, Mr. 
Walker, who is discontinuing his advertising agency 
business, will also serve as a vice-president and direc- 
tor of the Jewel Tea Company. 

Other new appointments in the Jewel organization 
place C. W. Kaylor as assistant sales manager, George 
Barrett as director of publications and J. F. Schlipper 
as Kansas City district sales manager. 


succeeding J. C. resigned. 


Bd K 


John P. Lynch, president of the John P. Lynch Co., 
laundry supplies and soap distributors, 1219 Santa Fe 
avenue, Los Angeles, was recently elected president 
of the Los Angeles Lions Club. Mr. Lynch succeeded 
Mr. W. L. Stevens, head of the Crown, Bestway and 
Carlson Laundries, Los Angeles. 

* * k * 


J. H. A. Fink, export manager of John Powell & Co., 
Inc., New York, will leave July 25 on an extended trip 
through South America in the interest of his company. 
He plans to visit Brazil, Argentina, Chile, Peru, 
Colombia, Venezuela, and Panama. 


The Southern office of Janay Facial Products Corp., 
from 916 Merrell avenue, North, St. 
Petersburg, Fla., to 916 Arlington avenue, North, that 
city. 


has been moved 
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Chicago Trade Notes 

MONG the well known cosmetic exhibitors at the 
16th annual convention of the Home Service Mer- 
chants at West Baden, Ind., during the week of June 
23rd were the following—the Commercial Laboratories 
of Newark, New York, with F. K. Weingard, president, 
in charge assisted by E. A. Mitchell and W. H. Mac- 
Clennan showing a complete line of their private label 
goods; The Crysto Soap Co., of Aurora, Ill, with 
Walter R. Hansen, vice-president in charge showing 
the complete Crysto line of and flakes; the 
Colgate-Palmolive-Peet Co., with William Houghton 
in charge featuring the various lines of that company; 
the American Povar Co., of Brooklyn, N. Y., with A. F. 
Koehler in charge, featuring polishes of all kinds; the 
Claire Mfg. Co. of Chicago with H. T. Ehler and 
John Mayhood in charge, showing its “Jinx” cleaner, 
also hand soap and mineral powders; the Eagle Chemi- 
cal Co., of Milwaukee, Wis., with W. E. Jones, president 
of the company, on the job, showing “Koa” ammonia 
compound and “Swirlit” cleanser; The Flash Chemical 
Co., Cambridge, Mass., with a complete line of soaps, 
cleaners and polishes in charge of A. F. White, sales 
manager of the company; the Hewitt Bros. Soap Co., 
Dayton, Ohio, with E. J. Crabbe and R. J. Kruckmeyer 
at the convention, showing private label soaps of all 
kinds; the High Lustre Co., New Rochelle, New York, 
with an interesting demonstration of their High Lustre 
and H. L. 


soaps 


cleaner in charge of C. S. Groves Feasel 
of that company. 

Procter & Gamble Distributing Co., Cincinnati, had 
a complete line of soap flakes and private label soaps 
in charge of Vic A. Fletcher, one of the veterans of 
the organization and an organizer of the Service Mer- 
The Selby Home 
Products Co., of Selby, Ohio, featured soap powders 
the exhibit being in charge of Harry Sotzen. The 
Wiley Co., of Philadelphia exhibit was in 
charge of William Wiley and J. E. Wiley featuring 
“Rexblu” product, while Charles Smith of St. Louis 
exhibit of the toilet goods and flavoring 
one of the veteran of the 
organization retiring from business some years ago to 
take up agencies for leading manufacturers to this 
trade. Vernon White & Co. had a line of toiletarticles. 

Dr. Thompson Sterile Toothbrush Co. of Toledo had 
a line of brushes and toilet goods, while the Mondaine 
Products Co. of New York City had a fine line of com- 


chants Association, sixteen years ago. 


Stevens 


had a fine 


extracts. He is members 


pacts in charge of K. Sturman sales manager. 
x * * * 


Jewel Tea Co., of Barrington, Ill, is trying out a 
new working schedule of week, without 
losing any of the working hours on the former schedule. 
This was accomplished by adding about 40 minutes per 
day from Monday to Friday to the schedule, which 
permits all of employees to enjoy to full holiday on 
Saturdays and the arrangement has been a complete 


5 days per 


success thus far. 
x * * * 


Among the new members of the Chambre de Com- 
merce Francaise de New York, Inc., are the following: 
Lesquendieu, Inec., New York; and E. A. Siefert, 
Chicago. 
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entertained the members with a delight- 
ful series of piano recitals during dinner, 
and both of these piano artists, well de- 
serve the applause they received. After 
several noble but sour attempts at har- 
mony during which “Sweet Adeline” 
suffered terribly, the members decided 
that they had spent a most delightful 
day of recreation in the sunshine and 
started treking homeward. 
* K * * 

The U. S. Industrial Alcohol Co., has 

moved its entire office and warehouse to 


new quarters located at 1500 South 
Western avenue. The new telephone 
number will be Canal 2560. At this 





GROUP 


AT THE PICNIC OF CHICAGO 


AND EXTRACT ASS’N. 


The members of the Chicago Perfumery, Soap and 
Extract Association declared a holiday on June 
23rd and about thirty members sojourned to the White 
House Country Club to participate in the annual stag 
picnic. “Don” Clark of the Franco American Hygienic 
Co., vice-president of the association, acted as master 
of ceremonies, and with the assistance of the enter- 
tainment committee arranged a most delightful pro- 
gram including games of most every outdoor sport. 
Walter H. Jelly of Walter H. Jelly & Co., evidently 
slipped the generous tip in advance when 
arranging for the buffet luncheon and the steak dinner 
which were thoroughly enjoyed by everyone and were 
more in keeping with a banquet than with the usual 
picnic lunch. 

The game between the “Blacks,” 
captained by Dudley Lum of Givaudan-Delawanna, Inc., 
and the “Reds,” captained by Jim Stock of Franco- 
American Hygienic Co., ended in a tie score at the end 
of five innings. The “Blacks” were leading 17 to 7, 
until George Woods, the pitcher for the “Reds,” secured 
possession of the score sheet, and cleverly placed a 1 
before the 7 and thereby balanced up the score. Two 
very decisions rendered in the horseshoe 
pitching contests. The first game was won by H. H. 
Sommers of the Chicago Corks Works and L. A. Solo 
of the Solo Laboratories who defeated Al Dedrick of 
Edward T. Beiser Co., Russell G. Brown of the 
George Silver Import Co., by a score of 21 to 19. In 
the second contest H. J. Tucker of the American Com- 
mercial Alcohol Corp., and Joseph A. Gauer of Fritzsche 
Brothers, Inc., carried away the honors from Joseph 
DeLorme of the Riviera Products Co., and Wm. H. 
Schutte of P. R. Dreyer, Inc., with a score of 26 to 20. 
In this game the score was 20 to 20, until H. J. Tucker 
got hot and placed a double ringer over the stake. 


chef a 


annual baseball 


close were 


and 


No picnic would be complete without the customary 
indulgence in the royal game of “African galloping 
and when the sounds of the clicking dice 
faded noticed that M. B. Vance of 
Givaudan-Delawanna, Inc., Clarence Seguin of C. A. 
Seguin Co. and O. H. Glover of the Chicago Corks 
Works each carried away a straw hat full of quarters 
and half dollars that the unlucky ones carelessly tossed 
the Richard Lingott and Joseph Gauer 


dominoes,” 


away, it was 


into game. 
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new location the company will have over 
10,000 square feet of space devoted to 
office and warehouse use, with increased 
shipping facilities, as loading and re- 
ceiving platforms are large enough to handle a solid 
trainload of sixty cars at one time. The old property 
located at 3652 Archer avenue, has been leased for 
a pericd of two years to the Phillips Petroleum Co., 
with an option to purchase. 

* * * * 


SOAP 


Dr. E. G. Thomssen, director of research of J. R. 
Watkins Co., Winona, Minn., has returned 
extended trip through Canada, where he 
their Canadian plant at Montreal. 

* *k kk 


from an 
inspected 


Eugene Junkerman, assistant chemist of Thomson 


& Taylor Co., recently perfected a vanilla bean perco- 


lator, of most modern design, having several new 
features. This new percolator is of the constant 
agitator type. Thomson & Taylor Co. is installing 


three of these machines, which will greatly increase 
producticn. 
* * *k * 

Vacations are now in order and the following are 
a few of the fortunate persons in the industry that 
are able to lay away their business cares. 

J. B. Kahn, purchasing agent for Princess Pat, Ltd., 
is sojourning in Northern Wisconsin. Charles Shapiro 
of the Superior Perfume Co. spent several weeks at 


Elkhart Lake, Wisconsin. H. B. Kaung, of the Lama 


Products Co., is combining a _ business trip, with 
pleasure at Buffalo, N. Y. 

x * *k * 
John Buslee of Neumann-Buslee-Wolfe, Inc., just 


returned from Balsam Lake, Wisconsin, where he tried 
his luck angling for pike. C. E. Larrabee, chief chem- 


ist for the same company is also up in Northern 
Wisconsin for a month. Frank Robinson of Monsanto 
Chemical Works is planning a month’s automobile 


trip through the West while M. B. Vance of Givaudan- 
Delawanna, Inc., will try to escape the hot summer 
weather with a trip to Canada. R. H. McBrady of 
J. E. MecBrady Co. packed his golf clubs ready for 
a trip to Biloxi, Mississippi, and will visit New Orleans 
before returning to Chicago. 
a a 

Salvina Personi has opened a Chicago office and 
headquarters at 925 South Halsted street featuring 
imported Italian perfumes. 


The American Perfumer 


nt- 


ed 
ful 
nd 


as 


ith 
ne 
1is 


to 
ed 
re- 
lid 


an 
ed 


on 
CO- 
ew 
int 
ng 


ire 
iat 


iro 

at 
ma 
ith 


ust 
ied 
m- 
rn 
nto 
vile 
an- 
ner 

of 
for 


ins 


ind 
ing 


Joseph DeLorme of Riviera Products Co. can now 
boast of being a real fisherman of extraordinary ability. 
Over the Fourth of July holidays, Joe was the only 
fisherman out of 11, located at Hamlin Lake, that 
succeeded in catching any fish. There is a rumor going 
the rounds in Chicago, that Joe uses a certain essential 
oil, on his bait. 

* ok *K * 


The House of Youth, manufacturers of cosmetics, has 
moved into larger quarters located at 325 West Huron 
street. This concern manufactures face powder, rouge, 
lip stick and cream which it markets under the brand 
of “Youth.” The entire line is made in only one 
shade, which it is claimed is suitable for all complex- 
ions. J. H. Reeves is president, and will be assisted 
in the management, by his son. 

x * k x 

F. T. Dodge, president of Dodge & Olcott Co., visited 
the Chicago office and spent a week calling on his 
many friends accompanied by W. G. Moore manager 
of the Chicago office. Mr. Dodge is on his way to the 
Coast and will be absent from New York for about 


one month. 
x * * 


J. E. MecBrady & Co. has recently installed a com- 
plete line of new machinery and equipment for the 
manufacture of baking powders, spices and will also 
market a new product of chocolate malted milk. 

Mrs. Ora Merz and E. P. Mihn have taken over the 
management of L. V. Merz Co., at 59 West Austin 
avenue, following the death of L. V. Merz. 

* ok K 

Roy Utter has been appointed Chicago representa- 
tive for the Armand Co., of Des Moines, Iowa. He 
is well known to the trade and his many friends wish 
him success in his new location. 

* oe * x 

The Acme Powder & Puff Co. have certified to the 
Secretary of State at Springfield, Ill, a change of 
their name to the Acme Powder Puff Co. 

x oe k x 

At 8:00 A. M. July 9th the Monsanto, Illinois, plant 
of Monsanto Chemical Works had operated 1,289,310 
man-hours without a lost-time accident. According to 
the method of calculation used by the Metropolitan 
Life Insurance Company, this is the equivalent of 151,- 
583 man-days, and according to the statistics compiled 
by that company, the best previous record was 150,100 

‘avs established by the Mathieson Alkali Works. 
The last lost-time accident in the Monsanto, Illinois, 
plant occurred February 21, 1930. 

As a forty-four hour week is now standard in that 
plant, the record is equivalent to one man working 
563 years without an accident. 

* * * * 

The T. Noonan & Sons Co., Boston, manufacturer 
and distributor of cosmetic and beauty shop supplies, 
has appointed the P. F. O’Keefe Advertising Agency, 
Inc., of that city, to direct its advertising account. 
For the present advertising will be concentrated upon 
“Noonan’s Hair Petrole” and “Lemon Complexion 
Cream” and will be confined to the New England 
territory. 
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In Memoriam for Departed Friends 


BERNINGHAUS, EUGENE, president of the Eugene 
Berninghaus Co., barber supplies’ dealers, Cincinnati, 
July, 1924. 

BooTH, CLARENCE F., perfumer for Larkin Co., Inc., 
Buffalo, July, 1929. 

BRANDES, FREDERICK A., of Solon Palmer, New York, 
Brooklyn, N. Y., July, 1927. 

BUSH, ALFRED JOHN, eldest son of A. W. Bush, of 
W. J. Bush & Co., Ltd., London, killed in action while 
serving as Second Lieutenant, Ypres, July, 1917. 

CALISHER, NATHAN, of Oakley & Co., perfumers, 
New York, July, 1916. 

CARMAN, T. WALTER, president, Baker Extract Co., 
Springfield, Mass., July, 1929. 

CRAIG, CARLISLE D., secretary of Bowey’s, Inc., Chi- 
cago, July, 1930. 

DICKINSON, EDWARD E., president of E. E. Dickin- 
son Co., Essex, Conn., July, 1930. 

DUNN, THOMAS B., perfumes, Rochester, N. Y., 
July, 1924. 

GASKILL, G. M., Gaskill Chemical Corporation, 
Brooklyn, N. Y., first life member of THE AMERICAN 
PERFUMER’S clientele, Brooklyn, July, 1919 

GATTEFOSSE, ABEL, commercial! director of Gattefossé 
& Fils, Lyons, France, killed in action July, 1916. 

GIVAUDAN, MME. LEON, wife of head of L. Givaudan 
& Cie., Paris, July, 1929. 

HACKENBERGER, GEORGE W., president of Henry C. 
Miner, Inc., Brooklyn, N. Y., July, 1930. 

HATFIELD, WILLIAM H., of Colgate & Co., San Fran- 
cisco; July, 1927. 

JENNINGS, WILLIAM H., for 50 years with the Jen- 
nings Mfg. Co., perfumers, Grand Rapids, Mich., July, 
1922. 

KOKEN, CHARLES E., barbers’ supply merchant, St. 
Louis, Mo., July, 1915. 

LAFFITTE, GABRIEL, Grasse, killed in action, July, 
1918. 

LIMBERT, J. N., president of J. N. Limbert & Co., im- 
porters of vanilla beans, Philadelphia, July, 1922. 

Oppo, Louts, technical director, Lautier Fils, Grasse, 
July, 1927. 

PRICE, DR. VINCENT C., founder Price Flavoring 
Extract Co., Chicago, July, 1914. 

PRPC I TNE 
John Hopkins Corkran 

Friends of Sewell H. Corkran, New York City, 
learned with regret of the tragic death of his twelve 
year old son, John Hopkins Corkran, on Thursday, 
June 25. The little fellow was riding a bicycle on 
his way to a party on the last afternoon of school, 
when the bicycle got off the concrete into a tarred 
section of the road. In swinging the bicycle out of the 
tar to the concrete he lost his balance and fell 
directly in the path of a motor truck approaching from 
the opposite direction. He was taken to the Stamford 
Hospital where he died without recovering conscious- 
ness and before his mother who was in St. Paul, Minn., 
at the time was able to reach the bedside. 

He leaves an older brother, Sewell H. Corkran Jr., 
a sister, Anne Charters Corkran and his parents. The 
funeral was held June 28 at the home in Stamford. 


July, 1931 287 








Dr. Robert J. Ruth 


Dr. Robert J. Ruth, chief of the pharmaceutical 
division of E. R. Squibb & Sons and one of the best 
known representatives of pharmacy in this country, 
died in Sinai Hospital, Baltimore, Maryland, on July 
4th, after a short illness. He was the originator of 
Pharmacy Week and his activities as National Chair- 
man of the Pharmacy Week Executive Committee since 
the first annual observance in 1925 had won him inter- 
national recognition. 

Dr. Ruth was born in Bellevue, Ohio, on the 19th day 
of February, 1891. At the age of eight he moved to 
the neighboring town of Elyria. Here he finished the 
grammar schools and in 1908 was graduated from the 
Elyria High School. 

Dr. Ruth leaves a widow, his parents, Mr. and Mrs. 
William H. Ruth of Elyria, Ohio, and a sister, Mrs. 
Paul W. Kridler of Fremont, Ohio. Funeral services 
were held at Baltimore on July 5th. Interment took 
place at Fremont, Ohio, on the Tuesday following. 

x * k * 


Charles Lawrence Newton 

Charles Lawrence Newton, president and treasurer 
of the Newton Products Co., Cincinnati, died suddenly 
at his home on June 26, at the age of 66. He had been 
apparently in good health, but suffered a stroke in his 
automobile that day. 

Mr. Newton was born in Bowling Green, Ky., and 
came to Cincinnati as a young man where he entered 
business. He was head of the Newton Tea & Spice 
Co., which was later succeeded by the Newton Products 
Co. He was a member of the Cincinnati Club and the 
Maketewah Country Club. 

He leaves his widow, Mrs. Hattie L. 
daughters and six grandchildren. 

* * *k * 


Newton, three 


Janies MeLain Johnson 


James McLain Johnson, manager of the Standard 
Specialty & Tube Co., Pittsburgh, Pa., died in that city 
June 28 at the age of 57. Mr. Johnson was born in 
Beaver Falls, Pa., and received his education in the 
public schools. His business career was begun with 
the Western File Works of Beaver Falls where he re- 
mained for 12 years. He then worked for two years 
each with the Standard Sanitary Manufacturing Co., 
New Brighton and the Derwent Foundry, Ellwood City. 
In 1903 he joined Standard Specialty & Tube Co., as a 
shipping clerk becoming successively assistant manager 
and manager. 

Mr. Johnson was high in Masonic circles, a member 
of the Brighton and Community clubs of New Brighton 
and for several years president of the Y. M. C. A. in 
that city. He was also a member of the local school 
board and a steward of the Methodist Church in his 
home city. He leaves a widow, Cora Sheffler Johnson 
and four children, Herbert Lee, Ruth Eleanor, Jack 
William Catherine Anna Johnson. 

* * * + 


and 


Charles W. Terwilliger 
Charles W. Terwilliger, authority on laundry soap, 
died in his 62d year July 1st in the Swedish Hospital, 
Brooklyn, N. Y., from appendicitis. Mr. Terwilliger 
was for 20 years connected with the soap department 
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of Armour & Co. and had a wide circle of friends in 
the industry to whom his passing came as a great 
shock. 

The services were held on July 3d in Fairfield Chapel, 
Brooklyn, and interment was in Cedar Grove Cemetery. 
He is survived by his widow, Mrs. Margaret Terwil- 
liger, and three daughters, Louise, Edith and Ruby. 


Book Review 


(Copies of Books Reviewed in this Column, and other 
Works Useful to our Readers may be Obtained through 
the Book Department of THE AMERICAN PERFUMER & 
ESSENTIAL OIL REVIEW, 432 Fourth avenue, New York) 


AN INTRODUCTION TO ORGANIC CHEMISTRY, by Prof. 


Roger J. Williams, 585 Pages, Cloth, D. Van 
Nostrand Co., Inc., New York, 1931. Price $3.50. 
The second edition of this well known text book 


has been materially revised and enlarged from the first 
edition which made its appearance four years ago. The 
rapid advance in organic chemistry and particularly 
in the branches in which our readers should be especial- 
ly interested has forced some rather important changes 
in the text and arrangement. Newer developments in 
carbohydrate chemistry and in modern practice in dyes 
and dye intermediates have been given adequate treat- 
ment in the new volume. 

Prof. Williams has had considerable success as a 
teacher of chemistry and the text and arrangement of 
his book are in keeping with this experience. For the 
beginner in organic chemistry it is recommended highly. 
As a reference work for our industries, it is perhaps 
too general and too elementary to be of great service. 


S. L. M. 


New Equipment and Installations 


Under this heading appear descriptions of 
equipment and the installation of machinery by our 
The made and the descriptive 
matter are supplied by them and are not to be con- 


new 


advertisers. claims 


sidered as an endorsement. 


DWARD ERMOLD CO., New York City, has per- 

fected a new device for use on its line of labeling 
machines. This device, according to a statement by 
the company, “instead of wiping the labels, presses 
them. This machine met with considerable favorable 
comment at the Chemical Show and we have sold a 
number of the machines since and they are giving per- 
fect satisfaction. 

“The new principle is that we take the label, apply 
the presser mechanism and slightly draw the label be- 
fore placing it: this gives a splendid effect and a per- 
fect finish and avoids the necessity of any refinishing 
which is sometimes necessary on small labels made from 
stiff paper where considerable gum has to be fur- 
nished in order to withdraw the labels from the label 
holder and naturally, when the wipers come in and 
wipe over the labels they must wipe past the edge and 


as it happens occasionally, when the supply is not 
properly regulated, streaks are apt to appear, the 
presser arrangement eliminates this entirely.” 
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New Raw Materials 
oe department lists and briefly describes new 


raw materials placed upon the market by our ad- 
vertisers. The statements made regarding these prod- 
ucts are those of the seller and are not to be regarded 
as endorsements. Advertisers are invited to send small 
samples and descriptive matter of products for use in 
this section. 

Dodge & Olcott Co., New York City:—Fivefold Con- 
centrated Citrus Fruit Oils, Orange, Lime and Lemon. 
Recommended for use in place of natural oils because 
of better solubility, fresh fruit flavor and keeping 
quality, also instead of terpeneless oils because of 
greater fruit aroma. D. & O. Brand Natural Citrus 
Fruit Oils, Lemon, Orange and Lime.—Said to have 
better keeping quality when exposed to heat and air. 

Ce-Thor Chemical Corp., New York City.—Thoreps.— 
A base for creams absorbent of five times its weight 
in water, possessing valuable dermatological properties. 

Empire State Laboratories, Bronx, N. Y.—Empire 
Liquid Cream Base, No. 101.—A _ correct base for 
cleansing, nourishing and vanishing creams. 


New Incorporations 
Note.—Addresses are given, so far as they are avail- 
able, of the incorporators. Otherwise, letters or other 
first class mail may be sent in care of attorneys or 
trust companies, endorsed with requests to “PLEASE 


FORWARD.” 


Eau-de-Cologne, Borough of Manhattan, N. Y., per- 
fumes, $100,000. H. Feld, 1,547 Broadway, New York, 
N.. ¥. 

Cleanzine Manufacturing Co., Borough of Brooklyn, 
N. Y., toilet articles, $10,000. B. R. Witt, 50 Church 
street, Brooklyn, N. Y. 

Ironside Pharmacal Co., Borough of Manhattan, 
cosmetics, $10,000. S. Gelb, 205 West 34th street, New 
York, N. Y. 

McCullough Laboratories, Delaware, soaps, 2,500 
shares’ preferred $100 each; 7,500 common no par, 
designated Secretary of State representative in New 
York. 

Empire Cosmetics Shops, Borough of Manhattan, 
N. Y., $10,000. S. L. Miller, 2 Lafayette street, New 
York, N. Y. 

Floraderm Cosmetics, Borough of Manhattan, N. Y., 
$20,000. F. X. Pagano, Jackson Heights, N. Y. 

Roma Perfumery Products Co., Borough of Man- 
hattan, N. Y., $10,000. L. Berstein, 305 Broadway, 
New York, N. Y. 

Lady Isabella, Rochester, N. Y., cosmetics, $37,500. 
Wener, Harris, Buck & Tew, Rochester, N. Y. 

Continental Car-Na-Var Corp., Brazil, Ind., manu- 
facture, buy and sell floor polishes, soaps, perfumes, 
toilet articles. Capital stock, 20,000 shares at $50 
each. Incorporators, James H. Longshore, D. E. 
Smaller and Dick Link. 

Jade Products Co., Inc., Norfolk, Va., buy, sell and 
manufacture hair tonics and other scalp preparations, 
maximum capital, $25,000. G. R. Williams, president, 
Norfolk, Va. 
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General Vanilla Corp., Rochester, N. Y., flavoring 
extracts, $70,00C preferred stock, 300 shares of com- 
mon. Goldstein & Goldman, Rochester. 

Far West Soap Co., Seattle, Wash., $100,000. In- 
corporated by W. A. Hutton and B. G. Schultz. 

Velvent Manufacturing Co., Inc., Union City, N. J., 
toilet articles, chemicals, $125,000. Christian J. 
Knisoekm, Newark, N. J. 

Diana Cosmetics Corp., Borough of Manhattan, 
N. Y., 100 shares common stock. J. A. Fagnant, 2 
Lafayette street, New York, N. Y. 

Vego Flavors, Ltd., New York City (Delaware 
Corp.), flavoring extracts, $500,000. Prentice Hall, 
Inc., of Delaware, Dover, Del. 

* * *k & 
Business Troubles 

Joseph H. Leopold, 388 Rutland Road, Brooklyn, 
N. Y., druggist’s clerk. Liabilities, $23,979.46; assets, 
$800. 

Manning Schreiner, 3,859 Broadway, New York, re- 
tail drug store, has assigned to Ernest J. Aries, 29 
Elinor Place, Yonkers. Maurice S. Degenstein, 53 
South Broadway, Yonkers, N. Y., attorney for the 
assignee. 

Ben Gans and Jack Gray, 2,185 and 3,412 Broadway, 
New York, N. Y., retail perfumery stores, have assigned 
to Samuel W. Fisher, 1,440 Broadway, New York, N. Y. 

Karl Hallenbeck, doing business as Hallenbeck’s 
pharmacy, 641 Main street, Poughkeepsie, N. Y. 
Liabilities, $18,249; assets, $6,987, main items being 
stock, $3,500; fixtures, $3,110. 

Elder Drug Co., Ine., 1519 Westchester avenue, 
Bronx, N. Y. Liabilities, $25,804; assets, $17,000, con- 
sisting of stock and fixtures. Principal creditors listed 
are Sidlitz Finance Corp., $4,000; Dr. Gottlieb, 1883 
Prospect avenue, $6,000; Sadie Discount, $6,000; Her- 
man Lipshitz, $2,500. 

David A. Luts, 120 Convent avenue, New York, N. Y., 
pharmacist. No schedule filed. 

Marcus Wallens, Buffalo, N. Y., pharmacist. Lia- 
bilities, $12,270 13; assets, $1,500. 

Wayne’s Pharmacy, 6624 North Clark street, volun- 
tary. No schedule filed. 

Joseph Lew, 95-21 Baldwin avenue, Forest Hills, 
N. Y., manicure specialties, filed petition. Assets, 
$7,677.42; liabilities, $22,983.09. 

Delettrez, Inc., 580 Fifth avenue, New York, petition 
filed by Vadsco Sales Corp., on claim of $100,013. 

William P. Finn, doing business as Hotel Astor 
Pharmacy, 1507 Broadway, New York; by Prudential 
Milk Co., $889; Simon Greenbaum Sanitary Supply 
Co., $449; Sweetheart Sweets Candy Co., $88. 

Joseph S. Meisirow, Chicago, pharmacy, voluntary, 
no schedule filed. 

William M. Kerr, 1321 East 57th street, Brooklyn, 
druggist. Liabilities, $3,195.59; assets, $3,351.24. 
David Advocate, 165 Broadway, New York, appointed 
receiver. 

Herman A. Siegel, trading as Harriot Pharmacy, 
143 Riverdale avenue, Bronx, N. Y., has assigned to 
David Berg, 280 Broadway, New York. 

Samuel D. Lippin, 1581 Watson avenue, Bronx, N. Y., 
drug store, assigned to Simon Greenhill, 160 Broadway, 
New York. 
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TEN CENT ITEMS FROM ANCHOR CaAp’s BULLETIN 


Circulars, Price Lists, Ete. 

GENERAL PLASTICcs, INC., North Tonawanda, N. Y., 
in Closure News, for July, gives the following interest- 
ing list of “famous names and famous products” which 
Outdoor 
Girl Line, Princess Pat, Tres Bon Laboratories, Dr. 
West (brush and paste deal), Zarex Company, Inc., 
American Beauty Co., Cariana Perfume Co, DeVore 
Mfg. Co., Johnson & Johnson, DeMar’s Vita Ray, 
National Oil Products Co., Jean Nolan Products Co., 
Hindu Products Mfg. Corp., E. L: Patch Co., John M. 
Maris Co., Hospital Products Corp. of America, Ferd 
T. Hopkins & Sons, Rea Reta, Wilbert Company, Em- 
press Mfg. Co., Inc. 


have recently adopted “Durez” for closures: 


* K * * 


CLEANLINESS INSTITUTE, New York, has issued the 
results of its recent .survey on “Handwashing in 
Schools” in the form of a very interesting booklet. 
The work of the Institute in the schools has been most 
effective but the results shown in the booklet indicate 
that much work remains to be done before conditions 
are wholly satisfactory. Interested persons may secure 
the booklet by addressing the Institute at its offices in 
New York. 

x OK *K * 

INNIS, SPEIDEN & Co., INC., New York, calls atten- 
tion to its second century of service in its July price 
list just sent us. This price list is a four-page circu- 
lar and the center spread gives a list of chemical prices. 
The last page lists the cities in which the company 
has stocks available for shipment, and shows illustra- 
tions of the company’s plant at Niagara Falls and its 
building in Chicago. 

* * * * 

THE AMERICAN MANUFACTURERS OF TOILET ARTICLES 
has issued its annual proceedings, copies of which 
have been mailed to the membership. 
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ANCHOR CAP & CLOSURE CorRP., Long 
Island City, N. Y., has issued a most at- 
tractive and interesting circular stress- 
ing the advantages of the “10¢ pack- 
age.” It is entitled “The 10c Buying 
Complex” and makes the following 
points: 

“From the retailer’s point of view, 
there are very considerable advantages 
in carrying ten cent items. 

“1. It gives him an opportunity to 
make sales that he would otherwise lose. 

“2. It results in companion sales due 
to the fact that people will frequently 
purchase several ten cent items at a 
time. 

“3. It offers also an excellent chance 
for display and for attracting customers 
into his store. 

“4. It permits the featuring of at- 
tractive combination deals that will 
stimulate sales of larger-profit items. 

“5. Another distinct advantage is 
that it gives him and his clerks the op- 
portunity to sell the larger sizes through 
personal salesmanship, the customer- 
interest having been first aroused by the prcduct in its 
less expensive form. 

“There are certain advantages of a distinctly manu- 
facturing nature that are the frequent result of the 
introduction of a ten cent line. Chief among these are: 

“1. They enable you to get increased volume, at no 
appreciably greater overhead. 

“2. Thereby they increase your profits. 

“3. They enable you to move surplus or slow-mov- 
ing stocks on which you can realize immediate cash. 

“4. They provide a means of inducing additional 
customers to become users of your products. 

“5, They increase your number of retail outlets, 
give you more accounts on your books.” 

A most interesting photograph contained in the cir- 
cular is reproduced herewith. It shows a huge array 
of toilet goods and other drug store products packed 
in the 10¢ style and size. 


* * * & 


ARTHUR COLTON Co., Detroit, has just issued a cir- 
cular which features its new method of sealing collap- 
sible tubes. It contains illustrations and descriptions 
of the new hand-operated tube filler, closer and 
crimper, as well as brief descriptions of the company’s 
other machines. A price list of several of the com- 
pany’s products is inserted within the folds of the cir- 
cular. 

x * * x 

THE FROSTILLA Co., Elmira, N. Y., has just issued 
the first edition of a four-page bulletin called “Behind 
the Scenes at Elmira, N. Y.” This was published in 
the interests of their sales representatives and the 
trade, and contains selling and advertising suggestions 
for both the Frostilla and Pompeian products as well 
as interesting news about the company itself. It is at- 
tractively printed and illustrated, and we feel sure will 
be read with interest by the company’s many friends. 
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Canadian News and Notes 


Montreal 


YATISFACTORY progress was reported at the an- 
S nual meeting of the Pharmaceutical Association of 
the province of Quebec, A. F. Larose, president, occupy- 
ing the chair. 

Mr. Larose was re-elected to the presidential chaix 
and other officers were named as follows, J. W. Elcome, 
first vice-president; J. E. Martin, second vice-president; 
R. Dagenais, treasurer; and Paul J. Leduc, G. A. La- 
pointe, E. G. Ellard, L. G. Lapalme, O. J. Lefebvre, 
Henri Groulx, J. A. Marquis and George E. Maillet 
councillors. 

There was considerable discussion as to the effect 
of various laws regulating the sales of drugs in the 
province of Quebec and several members drew atten- 
tion to what were described as flagrant breaches of 
the regulations with regard to the sale of drugs by 
responsible and qualified persons. 

Instances were given in which it was stated danger- 
ous drugs are sold by groceries and even restaurants. 
It was urged that the law should be enforced to stop 
evasions of such a character. 

Financially, the affairs of the association were 
stated to be in satisfactory shape. 


* * * * 


The death has occurred of Albert D. Mann, one of 
the oldest druggists in the city of Montreal. Seventy- 
four years of age, he died after a long illness at his 
home, 5880 Cote St. Antoine road. 

He retired from active business six years ago but 
he has since occupied himself with dispensary work 
for the Montreal Children’s Hospital. 

At one time he was a member of the provincial 
Pharmaceutical Examining Board. A keen athlete, he 
was a member of the famous Montreal Caledonia Curl- 
ing Club and he was a life member of the Montreal 
Amateur Athletic Club. 

He leaves his widow, a daughter and two sons. 

Many Montreal pharmacists attended the funeral 
service which was held in the chapel of Joseph Wray 
and Brother. 

* Ba cK * 


Production has begun at the new unit of Burroug'is, 
Wellcome & Co., a British pharmaceutical firm, at 
Ville Lasalle, a few miles west of Montreal. All kinds 
of pharmaceutical goods are being produced and it is 
anticipated that the unit will be on full capacity pro- 
duction in the near future. The company’s plans in- 
clude the provision of four more units. 


* * * * 


Buyers from all over Canada will be in Montreal 
from August 10 to August 15 when Buyers’ Week 
sponsored by Montreal Board of Trade will be held. 
It is hoped that goods will be sold to the value of 
$1,500,000. The week will begin with a banquet in 
an uptown hotel. 


& Essential Oil Review 


Toronto 


rFX\HE Canadian Box Manufacturers’ Association held 
its sixteenth annual convention at the Big-Win 
Inn, Lake of Bays, Muskoka District, Ont., curing the 
last week in June. 
* * * & 

The Drug Trading Co. cf Toronto, at a recent meet- 
ing of 125 of their shareholders, held in the Royal York 
Hotel, Toronto, decided to have nothing to do with 
“The Grimes Plan,” though it is possible that some 
members of the trade generally may do something with 
it on their own individuality. A committee of five was 
appointed, however, to go into the matter of this “plan” 
and report at another meeting. The Grimes Plan, 
popular in New Jersey, includes buying, promotion, 
supervision and other branches of drug store mer- 
chandising. 

A retail druggist named Ern. A. Caughell, Aylmer, 
Ont., has started something that has got the associa- 
tions going. He says that the associations should lay 
down some ethical rules for their members to abide by 
and in merchandising lay off or suspend the licenses of 
druggists who cut prices and act unethically. It is 
likely that this matter wil! be a chief bone of conten- 
tion at the Ottawa Convention of the Ontario As- 
sociation this month. 

Veraldo Feriolo, Welland, Ont., was fined $20 and 
costs for using the title “Central Pharmacy” at his 
place of business, leading the public to believe he was 
registered under the Ontario Pharmacy Act. 

ok * * 

A plan to maintain prices will come up for discus- 
sion before the convention of the Canadian Pharmacy 
Association when it meets in Winnipeg next month. 

Fire damaged the Gretna Drug Store at Gretna, 
Man., to the extent of $20,000 last month. The build- 
ing also houses the Manitoba Government telephone 
exchange. 

* * * » 

Only one of the drug stores will remain open Sun- 
day evenings in Amherst, N. S., through an arrange- 
ment made by the local pharmacists. 

* * * * 

The ladies auxiliary of the Toronto Druggists Club 
entertained 200 guests at a bridge-luncheon in the 
Parkdale Canoe Club a few davs ago. 

* * * * 

The Siren Mills Corporation of Chicago will shortly 
start the manufacture of Siren Chocolate Products in 
Montreal for Canadian distributors of their candy and 
fountain flavors and syrups. 

* * & * 

The Talcum Puff Co., Ltd., has been formed in 
Toronto to control the manufacturing and sales in 
Canada of the parent company and associated com- 
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panies which operate in the United States. The officers 
of the new concern are: President, J. Rouss; secretary- 
treasurer, Adrian S. Rouss; vice-president, O. R. Rolls; 
manager, Fred Darlington. Messrs. Rolls and Darling- 
ton are known to the Canadian trade, Mr. Rolls having 
been secretary of Lyman Bros. & Co., and the latter 
manager of that company before it gave up business. 
eos 


T. A. Henderson, general manager of the National 
Drug & Chemical Co., while attending a sales meeting 
in Toronto word of the throwing of his 
daughter from a horse at Montreal. He went on with 
his business, but caught the night train for the metrop- 
olis and rushed to the hospital to learn that the young 
lady had passed away from a fractured skull. 


received 


. a -s 9 


G. H. Wood & Co., manufacturing chemists, Toronto, 
have purchased for $40,000 a site in the east end of the 
city for a factory. 

* * *k * 


Dr. Chas. G. Fraser, teacher in one of Toronto’s 
public schools, was a speaker at the annual convention 
Chemical Ottawa last 


of the Canadian Association in 


month. 

American Toiletries Introduced in Rumania 

Though an appreciable demand and a distinct pref- 
foreign-made_ toilet charac- 
Rumanian market during 
governmental restrictions have militated 
importation of such products into Rumania and nur- 
tured the domestic toilet preparation industry. This 
situation, however, has now been considerably altered. 
A substantial reduction in import duties bringing the 


erence for preparations 


terized the recent years, 


against the 


rate down on face powders to one-fifth of the former 


tariff, on and other cosmetics one-third, on 


lotions nearly one-half, and on perfume nearly one- 


creams 


third, has made possible the importation of these prod- 
into that country. Widespread advertising in 
newspapers and magazines has contributed to the in- 


ucts 


creased sales of particular makes of cosmetics in Ru- 
magazine advertising has 
toward 


Newspaper and 
decided trend 
presentation. This is particularly 
press of Bucharest which 
throughout the country and which includes newspapers 
with 14 pages, of which more than half the space is 
devoted to advertising. Local producers, as well as 
importers of 
some 20 newspapers in Rumanian, German, Hungarian 
and Russian, according to the language spoken in the 
various localities of the Old Kingdom, Transylvania, 
Bukowina, and Bessarabia, where their products are 
distributed. of the foreign-produced cosmetics 
owe their successful introduction in Rumania to their 
advertising in French publications, especially in “L’il- 
lustration,” “Vogue” and “Femina,” which have a 
good circulation in this country. As a result of such 
French advertising several American makes of 
metics insistently demanded by local readers of the 
French publications are being introduced in Rumania 
with the prospect of an assured success.—(Consul John 
Randolph, Bucharest) 


mania. 


shown a American forms of 


noticeable in the 
circulation 


has a_ wide 


cosmetics, advertise their products in 


Some 


cos- 
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Canadian Patents and Trade Marks 


HE increasing international trade relations be- 

_tween the United States and Canada emphasize 
the importance of proper patent and trade mark pro- 
tection in both of these countries in order that the 
expansion of business may not be curtailed by legal 
difficulties. 

For the information of our readers, we are main- 
taining a department devoted to patents and trade 
marks in Canada relating to the industries repre- 
sented by our publication. 

This report is compiled from the official records in 
the Canadian Patent Office. 

All inquiries relating to patents, trade marks, de- 
signs, registrations, copyrights, etc., should be ad- 
dressed to 


PATENT AND TRADE MARK DEPARTMENT 


Perfumer Publishing Co., 432 Fourth Ave., New York. 
TRADE MARK REGISTRATIONS 

“Chevalier D’Orsay”. Toilet preparations. 
D’Orsay, Limited, Montreal, Que. 

“Silvikrin”. Toilet preparations. Naamlooze Ven- 
nootschap Drogerijen Maatschappij, of Schiekade No. 
104, City of Rotterdam, Province of South-Holland, 
Kingdom of the Netherlands. 

“Metoso”. Antiseptic and germicide for use as a 
mouth wash, nasal spray or gargle, and as a first-aid 


-arfums 


application to wounds. Abbott Laboratories, North 
Chicago, II. 
“Kera-Tonic’. Lotion and pads for use in perma- 


nent hair waving. Keen Mfg. Corp., New York, N. Y. 


“Pycope”. Tooth powder and tooth brushes. Py- 
cope, Inc., Joplin, Mo. 

“Safite”’. Soaps. Canadian Distributors Ltd., 
Toronto, Ont. 

“Trias”. Toilet articles, perfumes, cosmetics and 


soaps. Trias Schuhindustrie-Gesellschaft m.b.H. of 
Wasagasse 3, Vienna IX, Austria. 

Representation of a circle surrounding two letters 
“D” and “H”. Raw materials. J. D. Riedel-E. De 
Haen, Aktiengesellschaft, of 1-32 Riedelstrasse 
Berlin-Britz, Germany, Prussia. 

Label with words “Williams Rayex”. 
for the hair and scalp. The J. B. 
(Canada) Limited, Montreal, Que. 

“Tokalon”. Toilet preparations. Tokalon, 
Chase Road, London, N. W., England. 

“Zootis”. Apparatus and machines for producing 
toilet preparations, and parts of such apparatus and 
machines; toilet preparations. Soapless Form, Ltd., 
of 17 and 18 Dover St., London, W. England. 

“Ekomizer”., Containers for soap. Fischer Soap & 
Oil Co., a corporation of Cincinnati, Ohio. 

“Le Sien”, “Lift”, “Cocktail”, and “Angostura’”’. 
Toilet preparations. Société Anonyme Jean Patou, 7 
rue Saint-Florentin, Paris, France. 

“Khasana”. Perfumeries and toilet articles. Dr. 
M. Albershelm, Frankfort/Main, Germany. 

“Terri”. Cosmetics. Jeanne V. Goldsmith, New 
York, N. Y. 

“Oraline”. Mouth 
Winnipeg, Manitoba. 

“Amour Amour De Jean Patou”. 
Société Anonyme Jean Patou, 7 rue 
Paris, France. 


Preparations 
Williams Co. 


Ltd., of 


wash. Brathweaite’s Limited, 
Toilet articles. 


Saint-Florentin, 


“Myo”. Toilet preparations and toilet requisites 
other than cold cream. Frank W. C. Ross, Toronto, 
Ont. 

PATENTS 
312,083.—Combined watch and vanity case. George 


M. Roberts, Detroit, Mich. 
312,618.—Powder container. The Majestic Metal 
Specialties, Inc., assignee of Nathan Kasdan and 
Richard Landwehr, co-inventors, all of New York City. 
312,795.—Manicure set stand. Coty, Inc., assignee 
of Fernand Tourtois, both of New York City. 
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supervision of Howard S. Neiman, contributing 

editor on patents and trade marks. This report 
of patents, trade marks, designs is compiled from the 
official records of the Patent Office in Washington, 
D. C. We include everything relating to the four co- 
ordinate branches of the essential oil industry, viz.: 
Perfumes, Soaps, Flavoring Extracts and _ Toilet 
Preparations. 

Of the trade marks listed those whose numbers are 
preceded by the letter “M” have been granted regis- 
trations under the Act of March 19, 1920. The re- 
mainder are those applied for under Act of February 
20, 1905, and which have been passed to publication. 

Inventions patented are designated by the letter 
“p) 

International trade marks granted registration are 
designated by letter “G.” 

All inquiries relating to patents, trade marks, de- 
signs, registrations, copyrights, etc., should be ad- 
dressed to 


Tosa department is conducted under the general 


PATENT AND TRADE MARK DEPARTMENT 
Perfumer Publishing Co., 432 Fourth Avenue 
New York City 
Note—Dates given in Trade Mark Registrations are 

those from which use of the mark is claimed. 


Trade Mark Registrations Applied For 
(Act of Feb. 20, 1905) 


These registrations are subject to opposition within 
thirty days after their publication in the Official 
Gazette of the United States Patent Office. It is there- 
fore suggested that our Patent and Trade Mark De- 
partment be consulted relative to the possibility of an 
opposition proceeding. 


276,931.—Florasynth Laboratories, Inc., New York, 
N. Y. (1918.)—Synthetic organic products for use in 
vanilla flavors, food flavoring compounds, and for gen- 
eral food flavoring purposes. 

278,089.—Burroughs Wellcome & Co. (U. S. A.) 
Inc., New York, N. Y. (1911.)—Essential Oils. 

299,233.—Giovanni Spadaro, Philadelphia, Pa. (Jan. 
14, 1929.)—Mouth wash. 

299,527.—F rank Stikarofsky, Norwood, Mass. (Aug. 
1925.)—Toilet preparations. 

301,534.—Viviny Perfumers, Inc., New Haven, Conn. 
(May 24, 1930.)—Toilet preparations. 

302,824.—The Inter-State Grocer Co., Joplin, Mo. 
(Jan. 1, 1925.)—Vanilla extract. 

302,991.—Samuel Chameides, doing business as Nu 
Glow Co., Glendale, Long Island N. Y. (May 28, 
1930.)—Nail Polish and liquid nail polish remover. 

304,392, 304,393.—Charles G. Unger, doing business 
as Stanhope Laboratories, Brooklyn, N. Y. (Jan. 1. 
1925; Mar. 1, 1922 respectively.)—Deodorant and 
Shampoo respectively. 

304,664.—Lester H. Miles, Los Angeles, Calif. 
(Aug. 5, 1930.)—Face Creams. 

305,017.—Secrets, Inc., Ottawa, Ill. (July 1, 1930.) 
Toilet preparations. 

305,633.—Charles G. Unger, doing business as Stan- 
hope Laboratories, Brooklyn, N. Y. (June 15, 1926.) 
—Dusting powder, face powder, toilet powder, and 
talcum powder. 

305,635.—Charles G. Unger, doing business as Stan- 
hope Laboratories, Brooklyn, N. Y. (June 1, 1923.)— 
Antiseptic liquid soap, tincture of green soap. 

305,951.—The Snowball Co., St. Louis, Mo. (Aug. 
28, 1930.) —Shaving cream. 
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Patent and ‘Trade Mark Department 


Conducted by Howard S. Neiman 


306,657.—Lester H. Miles, doing business as Miles 
Laboratories, Los Angeles, Calif. (Sept, 10, 1930.)— 
Bleaching cleaning, and softening creams. 

307,257.\California Packing Corp., San Francisco, 
Calif. (Mar. 18, 1930.)—Flavoring extracts. 

307,351.—Adolph Friedberg, Montreal, Que. (Sept. 
2, 1930.)—Flavoring extracts. 

308,828.—The Hewitt Bros. Soap Co., Dayton, Ohio. 
(Sept. 10, 1930.)—Soap in granular form. 

309,004.—Schieffelin & Co., New York, N. Y. (May 
3, 1919.) —Shampoo. 

309,742.—Saltzman & Bromberg, New York, N.. Y. 
(June 21, 1930.)—Toilet preparations. 

310,460.—Thomas A. Kridos, Brooklyn, N. Y. (Nov. 
1918.)—Preparations for use in the treatment of the 
hair and scalp. 

310,882—H. B. Denton & Co., Mt. Carmel, IIl. 
(Nov. 19, 1930.)—Toilet preparations. 

311,018.—Paul Peter Mulhens, doing business as 
Eau de Cologne & Parfumerie-Fabrik ‘“Glockengasse 
No. 4711” Gegenuber der Pferdepost von Ferd. Mul- 
hens, Cologne, Germany. (Mar. 7, 1891.)—Soaps, in- 
cluding toilet soaps and shaving sticks. 

311,070.—Puritan Soap Co., Rochester, N.Y. 
(Sept. 1929.)—-Soap, fabric cleaner, and nickel polish. 

311,125.—Albert Bernard, doing business as A. F. 
Johns Co., New York, N. Y. (Jan. 11, 1931.)—Hair 
tonics. 

311,679.—Gabilla Inc., New York, N. Y. (1910.)— 
Toilet preparations. 

311,898.—W. A. Sunday, Jr., doing business as The 
Sheba Co., Los Angeles, Calif. (Dec. 16, 1930.)— 
Bleach astringent cream. 

312,061.—Longinos Padilla, Los Olmos, Santiago de 
Cuba, Cuba. (Jan. 1929.)—-Tooth paste and mouth 
wash. 

312,318.—H. A. Woods, Inc., Evansville, Ind. (Feb. 
1931.)—Toilet preparations. 

313,208.—Scandia-Jourde Corp., New York, N. Y. 
(Apr. 1930.)—Toilet preparations. 

313.321.—Elizabeth Arden, Inc., New York, N. Y. 
(Oct. 7, 1930.) —Perfume. 

313,512.—J. Willis Sayles, Wichita, Kans. (Jan. 1, 
1928.)—Face creams. 








313,599.—Dan J. Healy, doing business as Healoil 
Laboratories, Detroit, Mich. (Aug. 19, 1929.)— 
Shampoo. 


313,605.—C. G. Meadows, doing business as Aracoma 
Laboratories, Logan, W. Va. (Feb. 1, 1931.)—Mouth 
wash and a preparation used in the treatment of 
dandruff. 

313.688.—J. E. Webb, doing business as K. D. Chem- 
ical Co., St. Petersburg, Fla., and Philadelphia, Pa. 
(Sept. 1, 1930.)—Dental cream. 

313,752.—The Omega Chemical Co., New York, N. 
Y. (1913.)—Toilet soap. 

313,798.—Rex Products & Mfg. Co., Detroit, Mich. 
(Apr. 3, 1931.)—Soap powders with water softening 
properties. 

313,832.—Colgate-Palmolive-Peet Co., Chicago, III. 
(Jan. 1, 1900.)—Toilet soap and shaving cream. 

313,913.—Green Oil Soap Co., Chicago, Ill. (Sept. 
15, 1924.)—-Shaving cream, paste soap, sweeping pow- 
der, soap powder, shampoo base soap, etc. 

313,939.—Irving Seligman, doing business as La Cie 
Reve, New York, N. Y. (Jan. 1928.)—Toilet prepara- 
tions. 

313,953.—Associated Laboratories, Inc., doing busi- 
ness as The Besinol Co., New York, N. Y. (Mar. 2, 
1931.)—Obesity preparation. 

313,962.—Foraline Products Inc., Circleville, Ohio. 
(Jan. 1901.)—Depilatory compound. 
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314,040.—Colgate-Palmolive-Peet Co., Chicago, 
(June, 1927.)—Dental cream. 
314,082, 314,083.—Société Anonyme Jean 


Paris, France. 


(May 13, 


1929 and Mar. 13, 1931 


314,619.— 


014,702.— 
re- Calif. 


Los 


-Iowa Soap Co., 
1931.)—Toilet soap. 


Angeles 


Burlington, 


Brewing Co., 
(Apr. 20, 1931.)—Extracts. 


(Apr. 15, 


Los Angeles, 





spectively.)—Toilet preparations. 

314,104.—Eastern Research Laboratories, Baltimore, 
Md. (Apr. 29, 1931.)—Astringent powder for use 
externally in general body hygiene. 

314,157.—Thomas F. Gamage, doing business as De 
Gama Chemical Co., San Francisco, Calif. (Apr. 18, 
1931.) —Soap. 

314,233.—Dektol Corp., Kansas City, Mo. (Jan. 1, 
1931.)—Antiseptic liquid mouth wash for the mouth, 
teeth, and gums. 

314,267.—Boston Floral Supply & Snyder Co., Inc., 
Boston, Mass. (Feb. 25, iqui i i 
nail polish removers, and liquid cuticle removers. 

314,432._Hermann Stein, doing business as Hair 
Research Laboratories, New York, N. Y. (July 1, 
1930.) Preparations for treating hair to remove stains 
therefrom. 

314,499.—Elwood J. Goodier, doing business as Uni- 
versal Laboratories, Dallas, Tex. (Jan. 1930.) —Toilet 








214,771.—Premier Products Corp., Ltd., Los Angeles, 
Calif. (Jan. 14, 1931.)—Facial cleansing powder. 
‘ 7 iluri Waukesha Water Distributing 
Co., Milwaukee, Wis. (Mar. 1924.)—Extracts. 

314,832.—Harry Altrogge, Dallas, Tex. (1930.)— 
Liquid shampoo. 

314,838.—Blue Seal Extract Co., 
(Apr. 24, 1931.) —Extracts. 








Cambridge, Mass. 


Patents Granted 


Consideration of space prevents our publishing 
numerous claims and specifications connected with 
these Patents. Those interested can secure copies of 
patents by ordering them by number at 10c. each from 
Commissioner of Patents, Washington, D. C. 


1,809,894. Closure for Bottles. Jars, and the Like. 


Charles B. Garwood, Linthicum Heights, Md., assignor 
to Carr-Lowrey Glass Co., Baltimore, Md. Filed May 


preparations. . 12, 1930. Serial No. 451,788. 2 claims. (Cl. 215— 
314,502.—_Zygmunt Kozlowski, New York, N. Y. 43.) 
(Dec. 1, 1929.)—Preparation for restoring natural 1,810,249. Cosmetic Container. Edwin H. Koehler, 


color to gray hair. 
314,517.—Spooner, Inc., New York, N. Y. 
1930.) —Toilet preparations. 
314,522.—_Elmira Ware, 
1921.)—Hair dressing preparation. 
314,550.—H. Th. Bohme A. G.. 
(Feb. 10, Soap preparations. 
314,599.—Colgate-Palmolive-Peet Co., 
(June, 1899.)—Soap. 
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(July 1, 
Brooklyn, N. Y. (Dec. 20, 


Chemnitz, Germany. 


New York, N. Y. Serial No. 
443,738. 10 Claims. (Cl. 


1,810,706. Screw Cap. 


Filed Apr. 12, 1930. 
206—56.) 
James S. Hardiman, Ridge- 
wood, N. Y., assignor to Anchor Cap & Closure Cor- 
poration, Long Island City, N. Y., a Corporation of 
New York. Filed Nov. 11, 1926. Serial No. 147,625. 
9 Claims. (Cl. 215 
1.810.759. Manufacture of Soap. Ernst Flammer 
and Christian Kelber, Heilbronn, Germany. Filed 
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Nov. 16, 1925. 
Nov. 20, 1924. 9 Claims. 

1,811,113. Cap and Pourer. 
Round Lake, N. Y., assignor, by mesne assignments, 


Serial No. 69,488, and in Germany 
(Cl. 87—16.) 

Thomas N. Derby, 
Bentley. 
2 Claims. 


Derby and Elwin S. 
(Serial No. 389,511. 


to said Thomas N. 
Filed Aug. 30, 1929. 
(Cl. 215—38.) 

1,811,224. Accessory Device for Collapsible Tubes. 
Frank Wolf, New York, N. Y. Original application 
filed Jan. 18, 1928. Serial No. 247,499. Divided and 
this application filed Dec. 24, 1928. Serial No. 328,- 
107. 4 Claims. (Cl. 221—60.) 

1,811,711. Process for Making Synthetic Menthol. 
Jchn William Blagden, London, England, assignor of 
one-half to Howards & Sons Limited, Ilford, Essex, 
England. Filed June 19, 1924, Serial No. 721,137, and 
in Great Britain May 21, 1924. 18 Claims. (CI. 
260—153.) 

1,811,749. Powder Puff or Dip. Marie E. Fromert, 
East Rockaway, N. Y. Filed Mar. 14, 1931. Serial 
No. 522,698. 5 Claims. (Cl. 132—78.5.) 

1.811.777. Process for Making Synthetic Menthol. 
John William Blagden, London, England, assignor of 
one-half to Howards & Sons Limited, Ilford, England. 
Original application filed June 19, 1924, Serial No. 
721,137, and in Great Britain May 21, 1924. Divided 
and this application filed Dec. 16, 1925. Serial No. 
75,886. 14 Claims. (Cl, 260—153.) 

1,811,868. Process for Preparing 1,8-Cineol (Euca- 
lyptol). Siegfried Skraup, Wurzburg, and Otto 
Hirschler, Dusseldorf-Oberkassel, Germany, assignors 
to Rheinische Kampfer-Fabrik G. m. b. H., Dusseldorf- 
Oberkassel, Rhineland, Germany, a German Firm. 
Filed Aug. 10, 1929, Serial No. 385,062, and in Ger- 
many Aug. 21, 1928. 10 Claims. (Cl. 260—153.) 

1,811,904. Captive Cap. Albert Weidmann, Buf- 
falo, N. Y. Filed Feb. 20, 1929. Serial No. 341,518. 
8 Claims. (Cl. 221—60.) 

1,811,919. Pocket Perfume Sprayer. Marie Pierre 
Louis Dardel, Paris, France, assignor to Société 
Mareas & Dardel, Paris, France. Filed July 25, 1929, 
Serial No. 380,982, and in France Apr. 15, 1929. Re 
newed May 11, 1931. 3 Claims. (Cl. 299—89.) 

1,812,132. Production of Vanillin and I-Vanillin. 
Friedrich Boedecker, Berlin-Dahlem, Germany, as- 
signor to the Firm J. D. Riedel Aktiengesellschaft, 
Berlin-Britz, Germany. Filed Nov. 6, 1926. Serial 
No. 146,850, and in Germany Nov. 10, 1925. 18 
Claims. (Cl. 260—137.) 

1.812.561. Method of Producing Thymol. Walter 
Schoeller, Berlin-Charlottenburg, Hans Jordan, Berlin- 
Steglitz, and Reinhard Clerc, Berlin, Germany, as- 
signors to the Firm Schering-Kahlbaum A. G., Berlin, 
Germany. Filed Nov. 22, 1928. Serial No. 321,266, 
and in Germany Nov. 24, 1927. 5 Claims. (Cl. 260- 
154.) 

1,813,004. 


Deodorant Powder. Frederick C. Weber, 
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Eastchester, N. Y. Filed Mar. 3, 1927. Serial No. 
172,564. 9 Claims. (Cl. 167—92.) 

1,813,121. Cosmetic Container. Alexander Moodie, 
East Orange, N. J., assignor to Pendennis Toiletries, 
Incorporated, New York, N. Y., a corporation of New 
York. Filed July 22, 1929. Serial No. 380,222. 5 
Claims. (Cl. 132—83.) 

1,813.147. Vanity Case. Charles N. Coryell, Larch- 
mont, N. Y. Filed June 24, 1930. Serial No. 463,457. 
5 Claims. (Cl. 132—83.) 

1,813,247. Detergent. Menahem Merlub-Sobel, New 
York, N. Y. Filed July 6, 1925. Serial No. 41,877. 1 
Claim. (Cl. 87—5.) 

1,813,281. Face Powder’ Box. Charles Davis, 
Neuilly-sur-Seine, France. Filed Mar. 28, 1930. 
Serial No. 439,742, and in France Apr. 9, 1929. 
6 Claims. (Cl. 132—83.) 

1,813,512.—Process of Making Soap. John E. Rutz- 
ler, Jr., Arlington, N. J. Filed Sept. 28, 1928. Serial 
No. 309,126. 12 Claims. (Cl. 87—16.) 

1,813,518. Powder Puff and Method of Making the 
Same. Joseph E. Valentine, Plainfield, N. J., and 
Irving Englander, Brooklyn, N. Y., assignors to Oxzyn 
Company, New York, N. Y., a Corporation of New 
York. Filed Mar. 18, 1927. Serial No. 176,380. 8 
Claims. (Cl. 182—78.5.) 

1,813,701. Detergent. William C. Howe, Chicago, 
Ill., assignor to The Alden Speare’s Sons Co., Boston, 
Mass., a Corporation of Massachusetts. Filed Oct. 20, 
1927. Serial No. 227,626. 3 Claims. (Cl. 87—5.) 


Designs Patented 


84,455. Cosmetic Jar. Joseph J. Bauman, Chi- 
cago, Ill. Filed Apr. 1, 1931. Serial No. 39,329. 
Term of patent 31% years. 

84,469 Bottle. John E. Fowler, Rosslyn, Va. 
Filed Apr. 23, 1931. Serial No. 389,604. Term of 
patent 14 years. 

84,476. Bottle. Thomas S. Harris, Lowell, Mass., 
assignor to The Ayer Company, Lowell, Mass., a Cor- 
poration of Massachusetts. Filed Apr. 18, 1931. Se- 
rial No. 39,543. Term of patent 14 years. 

84,593. Jar or Similar Article. Theodore J. Piaz- 
zoli, Connellsville, Pa., assignor to Capstan Glass 
Company, Connellsville, Pa., a Corporation of Dela- 
ware. Filed Apr. 30, 1931. Serial No. 39,665. Term 
of patent 14 years. 


French Exports of Glycerine Increase 
French exports of glycerine in 1930 amounted to 
4,535 metric tons of the crude and 1,652 metric tons of 
the refined product compared to 4,554 tons and 136 tons 
respectively in the previous year. 
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Market Report 


Essential Oils 

HILE there has been little real improvement in 
business in essential oils during the month, it is 
apparent that the sentiment of importers and makers 
has improved materially. Whether this is due to a 
really better outlook for business or to other fac- 
tors is of less importance than the fact that it ex- 
ists. Probably, the fact that certain of the important 
bulk items have shown a surprising tendency to firm 
up in price has had more effect than any other one 

factor in the more confident outlook of the sellers. 
There are still numerous soft spots in the market 
and a number of oils on which concessions can be had 
on firm business. Nor is it certain by any means that 
the materials which have strengthened or firmed up 
during the last few weeks can hold their firm position; 
but it is undoubtedly true that firmer prices on oils in 
general are likely to have the effect of bringing in- 
quiries into the market, for buyers, especially those in 
this industry, seem prone to buy at advancing prices. 
The general situation in the market looks more satis- 
factory from the standpoint of 
than has 
stimulus of 


prospective business 


been the case in many months and the 


firming quotations, even for shipment, 
seems likely to have its effect upon the market later 
if not immediately. 

Floral products continue irregular and on the whole 
rather weak. Buying of these products by the large 
foreign consumers was relatively small last year and 
this market as well failed to absorb the usual quanti- 
ties. The result is that the new crops are coming in 
at a time when sellers are more or less embarassed by 
stocks held over from the former crop. Some of these 
stocks are being offered at rather sharp concessions 
and it seems unlikely that any of the leading products 
will show substantial gains even if crops are lighter 
than normal. 


some quarters. 


Otto of rose is quite cheaply offered in 

Orange flower products and jasmin are 
also easy. Lavender is steady but at remarkably low 
prices. 

The citrus group has been a firm one during the 
month. Shipment prices of lemon, orange, and to a 
lesser extent, bergamot, have been advanced by the 
holders abroad with the result that quotations in New 
York have been raised. This strength in Italy has 
also had its effect upon the Californian oils and these 
are firmer. Lemon has advanced a bit and orange also. 
Bergamot has firmed up but can still be had at ex- 
ceedingly cheap prices. 

Domestic materials have been featured by failure of 
the country to offer peppermint. Reports on the crop 
are so conflicting that no real basis of judgment can 
Material held by sellers in the 
country is apparently concentrated in firm hands and 
300) 


be reached as yet. 
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Synthetics and Derivatives 

HERE has not been any great amount of business 

done in this section of the market during the last 
month although there has been a fair call for some 
few items which enter principally into the insecticide 
and fly spray business. The movement of these ma- 
terials has sustained the market reasonably well on 
the whole and has led to greater optimism among 
manufacturers and importers than the general tone of 
the market would seem to warrant. 

Summer demand from the soap manufacturers is 
never brisk and this year is no exception. Reports 
indicate that some of the finer items for use in per- 
fumes and toilet preparations have been meeting with 
a moderate demand but there is nothing startling about 
this sort of business nor is it particularly lucrative at 
the present price levels. 

Among the individual items, 
firmer owing to a steadier 
terial. 


anethol is slightly 
position in the raw ma- 
Business in geraniol has been light but the 
market holds steady principally on the position of raw 
material which begins to look firmer. Linalool is a 
cheap and more or less neglected item at the moment. 
Competition in menthol is very keen on spot. Im- 
porters are quoting low prices compared to those named 
in Japan for replacement. Some fair forward business, 
probably representing short sales, has been done at 
very low levels, well below those at which offers from 
Japan can be had at the moment. 

Musks remain steady. Demand for them has been 
none too brisk but the situation is the same as hereto- 
fore with first hands in control of the situation. There 
is little call for the higher aldehydes and alcohols save 
in small sample lots. Apparently perfumers feel that 
these items have been somewhat overdone in recent 
compositions and are keeping the use of them to more 
nearly proper limits. 

Moderate reported for vanillin § and 
coumarin but the cheapness of vanilla has cut into the 
consumption of these items. 


inquiry is 


Ethyl vanillin is in fair 
request but its use in its normal field as a flavor has 
been under such severe restrictions until recently, that 
it has not made as much progress as its character would 
seem to warrant. 
demand. 


Other flavoring items are in fair 


Phenyl ethyl alcohol, rhodinol and other ingredients 
for rose compositions are in somewhat lighter demand 
owing to declines in the price of otto of rose. In fact, 
most products which have been finding their way into 
floral substitutes during the last few years are in light 
request owing to the general decline in natural floral 
oils. Amyl cinnamic aldehyde, however, continues in 
fair demand, being cheap and under competition more 
severe than that which characterizes the majority of 
items in the synthetic list. 
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Grasse Report for July 


From Our Own Correspondent 


HE faint signs of improvement observed in Apri! 
have failed to materialize. While these signs may 
have been confusing and conflicting on the surface 

they have nevertheless been the key to certain condi- 
tions, whose significance cannot escape the observer. 
One such is the fact that, beneath its apparent weak- 
ness, our market, as a whole, shows evidence of resist- 
ing, clearly giving the impression that it can go no 
In its agricultural aspects, this resistance in- 
dicates that there can be no further continuance of the 
paradox of production carried on at a loss, as per- 
sistence in this course can only amount to the suicide 
of the industry. 

The world-wide depression hits the perfumery in- 
dustry of Grasse particularly hard and its back-wash 
jeopardizes the position of 
our producers. To stem 
this danger and to offset 
the disastrous consequences 
of unprofitable selling, are 


lower. 


our producers, we wonder, 
impelled to divert 
their attention toward crops 


being 


involving less risk, and are 
destined to 
witness the wiping out of 


we therefore a 
certain of our flower crops i. , 

> : « , 
and of our aromatic plants? 
Such a spell 
irreparable disaster for our 


thing would 
region of Grasse, yet it will 


be hard to prevent unless 
situation is 


quickly remedied. 


the present 


The month of May was not a very favorable one for 


the crops. It was marked by rather sharp changes 
in temperature and by days of storm that accelerated 
the flowering of the rose-bushes and caused rust t 
appear in many rose gardens out on the fields. 

June ushered in summer. On the 18th we were be- 
set by a heat wave that sent the thermometer up to 
91° F. The weather has since been stuffy and op 
pressive, and the air charged with humidity. Yet lack 
of rain is retarding the growth of the plants, which 
normal 


is far behind 


Rose 


Gathering of the crop was greatly delayed by the 
drop in temperature mentioned in our April report. 
Though started in the second week of May, up to the 
18th it had yielded only a small quantity. From then 
on, responding to a heavy rainfall that gave the soil 
the required moisture, gatherings increased in volume, 
attaining a maximum on May 27, 28 and 29. It was 
then that “rust” made its appearance in several pro- 
ducing 
activities. 


end of the gathering 


All told, the crop shows a decline of 40 per 


centers, hastening the 
cent below a normal year, with a yield that only just 
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The price of 
1.50 francs per kilo for “free” flowers that is, crops not 
under contract, which fixed 
started, raised toward the end of the crop, by 
action of the Perfumers Syndicate, to 2 francs per kilo. 
This price just enables the planters to recover cul- 
tivation plus the labor for packing, but 
leaves the future of this culture haze. 
Producing centers located to the east of Grasse, such 
as La Colle sur Loup and St. Paul are already turning 
from the cultivation of roses to the gardening of pro- 
duce and vegetables, a market for which is in great 


about covers the needs of our distilleries. 


was when the season 


was 
expenses 


in a gloomy 


measure assured in Nice and Cannes, which are near- 
by, or to the growing of lilies and other ornamental 


plants that are exported to Germany and other 
northern countries. 
Since part of the rose 


crop has already been sold 
under contract at 
that vary with the duration 
of the agreement, it would 
be an error to suppose that 
the market price for the 
manufactured goods will be 
fixed on the 


prices 


basis of the 
price set for the 
market flowers. 


A open- 
Pees The aver- 
(of open-market 
contract flowers) 


ot age price 
. and will 
be higher and no great de- 
cline need be expected in 
the concrete or the absolute, 
for example, whose prices 

before the crop were calcu- 
lated with the probable price to be set for the present 


season already taken into account 


Orange Blossom 


The orange plantations which had enjoyed highly 
favorable weather conditions during the winter yielded 
a crop somewhat under the April estimates. As with 
the roses, efflorescence was retarded by the cool weather 
in the half of April, bursting out for only a 
brief spell so that gatherings were seriously reduced. 
As no agreement reached between the Per- 
fumers Syndicate, which was offering 4 francs per kilo 


second 
could be 


for open-market flowers delivered at the factories, and 
the Proprietors Cooperative which demanded a rate of 
5 francs, the Cooperative elected to distil the flowers 
of its members itself. The price for flowers delivered 
to the refineries was kept at 4 frances per kilo, which 
left no profit to the sellers, who had had to pay nearly 
What 
remains is very little indeed, hardly enough to pay for 
the growing. The 

poor, 0.7 to 0.8 per 


2.50 francs for gathering and shipping alone. 
essential oil yield 
though there 
improvement toward the end of the crop. 

(Continued on Pade 


was generally 
little 


Nevertheless, 


cent, was a 
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Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice ) 
(See last page of Soap Section for Prices of Soap Materials) 
ESSENTIAL OILS Geranium, Con. Sandalwood, East In- 
ee — 29 RE Turkish (Palma DS ctetabita fecha, wake avaiea 8.25@ 8.50 
ee — 7 ” : 7 0 16@ ry cs ee 2.30@ 2.60 : Australia ree 5.90@ 6.60 
Sweet Truc . ‘A8@ 55 Ginger bak waraions saad 4.60@ 5.00 Sassaf ras, natural... 1.40@ 2.00 
Apricot Kernel 20a 25 Gingergrass eT 3.15 ‘ artificial Cae weaus® .29@ 4 
Auahor — =... 24 "20 Grape k PU nsec Bi 10@ 3.70 Savin, French ...... 2.20@ 255 
rectified .......... .50@ .60 (alac (Wood) ..... 2.85@ Snake Root ......... 9.25@ 11.00 
Aubesttse. oc. ...... 46208 EOMMIOER vivscerccus 1.00@ Spearmint ......... 2.15@ 2.40 
Amvris balsamifera 2990@ 2.80 Hops ..-..-+-..- (oz.) 1000@ 14.00 Spruce ............. 1.00@ 
oo : om on & Le ee 1.25@ ee . 12.00@ 
Angelica Root ...... 32.00@ 37.50 Tg 24.00 Sienee 200) oc 
seed ..... . 28.00@ 33.00 laateas tie sak. @ Thuin cities pe neS re: 5.50 
Rae nas 9 " e > Ss, rectl- Se "iets big g oy ec ; a 
ge  - Sa  eerrebonen 200@ 240 ‘Thyme, red 2.00.22.) tq 1.00 
Araucaria .......... 1.75@ 1.85 2Uniper Wood ...... G ‘62 White ......... - 1.05@ 1.55 
Aspic (spike) Spanish .60@ .75 Laurel i 15.00@ Valerian FEESER Cae ee 8.00@ 10.00 
French ...........  .80@ 1.00 Vavender, English ... 3200@ | Verbena ......... - a soe 
Balsam Peru ........ 6.00@ French ........-.. 2.15@ 3.50 Vetivert, Bourbon ... 4.75@ 6.00 
Balsam, Tolu, per oz. 4.25@ Garden ........... 0@ 55 JAVA .. 2. .eceeeees 10.00@ 25.00 
Resil ..... = ... 50.004 Lemon Italian . : 95@ 1.20 East Indian ...... 30.00@ 
 cscncxs ‘)) 205@ 2.25 , Calif. ...... sss -BO@ = 1.00 Wine, heavy .... ... 1.80@ 2.00 
Bergamot ...... - 1.90@ 2.10 Lemongrass ..... oe 60@ en Wintergreen, Southern 4 00@ : 
Birch. sweet N. C. 190@ 215 Limes, distilled 11.00@ 12.00 Penn. and Conn. 7.75@ 8.50 ‘ 
Penn and Conn. .. 2.50@ 3.50 ,.©xpressed ........ 11.25@ 12.00 Wormseed ......... 3.15@ 3.60 
cde espcigggee —_ f NE. Sie wim. elk owes 1.90@ 2.20 Wormwood 7.00¢ 8.00 
Birchtar, crude ..... .15@ ee Pe \ ood ......... 7.00@ 8. 
Birchtar, rectified. . 50@ 55 Lovage et Sh -. 27.00@ Ylang-Ylang, Manila. 30.00@ 32.00 
c , 7 Mace, distilled ...... 1.20@ 1.40 Bourbon ......... 5.45@ 900 
Bois de NE a od ctr i 80@ 1.30 omdanin 4 7b@ 7'50 
Cade, cr 30@ 5 1) Marjoram .......... 6.25@ TERPENELESS OILS 
ENG 5 cies ei ing .65@ 1.10 Melissa 5.00 
Calamus cee eee 3.00@ —— ll es .15@ RE ee aero aaees 5.25@ _ 5.75 
‘ amphor white” ... L9G ‘de Mustard, genuine ... 10.00@ 12.00 Bergamont ..+-.. 8.00@ 10.00 
: sassafrassy ....... 4G ae artificial ....... . 1.70@ 2.00 Clove ..... epens Jo ie 
( ananga, Java native £-00G =59 MEWETE cccscccccncee DOO Coriander . : . 20.00@ 
; rectified seeee scene 2s 10@ 2.80 ‘wie. 1 00@ Geranium ........ . 9.00@ 1350 
( araway Seed, recti- pas Neroli, Bigarade, pure150.00@215.00 Lavender .. scones Been Oa j 
. fied ...... Se ia ‘ 1.75@ ‘ Petale, extra ...... 180.00@275.00 Lemon ............. 8.50@ 16.00 
Cardamom, Ceylon .. 20.00@ 30.00 Niaouli 3.45@ a ie 65.00@ 
Cascarilla .......... oN PN sino 6s aes 1.20@ 1.40 Orange, Sweet ...... 85.00@ 100.00 
Cassia, S0@S> percent  .5oe rs Olibanum ....... ... 6.50@ Bitter .......5. -- 90.00@115.00 
: rectified, U. 5. 2B... Lee + > Orange, bitter ...... 2.70@ 3.10 Petitgrain .......... 5.25@ 6.50 
Cedar leat pe se ©61.00€ 20 sweet, W. Indian .. 2.05@ 2.30 Rosemary .......... 2.50@ 3.75 
Cedar Wood ........ Ate - Ree 2.30@ 2.45 Sage, Clary ........ 90.00@ 
SONNE wv osccvcesess REP 1 Spanish ...... .. 2.65@ 2.75 Vetivert. Java ...... 35.00@ 
Cory ....+.- evs Bie tee IN. GED. 6 i.i:5000% 2.000@ 2.15 Ylang-Ylang........ 28.00@ 35.00 
Chamomile ..... (0z.) 3.50@ 5.00 dist, 100@ 
Cherry laurel ....... IoO@ Origanum, Spanish 1.45@ OLEO-RESINS 
Cinnamon, Ceylon .. 11.50@ 15.00 Reale Root. concrete 
Cinnamon, Leaf .. 2.25@ ; oatiniie : (oz.) 6.25@ 8.00 ee eee 2.50@ 5.00 
Citronella, Ceylon . 43@ 4) __ foreign ......(0z.) 6.50@ 8.00 Capsicum, U. S. P. 
I a a a .56@ 60 Orr R é - DR Sia yaa aioe 3.10@ 3860 
‘ : F +r rris Root, absolute ; dy 
Cloves Zanzibar 1.50@ 1.65 fons 70.00@ 90.00 Alcoholic ......... 3.50@ 
Cognac ; . 22.00@ 28.00 Orris I —f 18.00@ 9599 Cubeb ....... , 3.25@ 
Copaiba . aoe 634 _ 40 celine 1 sae tee 300 “. OF Ginger, U. S. P. VIII 3.00@ 
Coriander aaa ae aan " 5.00@ 6.00 .. Alcoholic ......... 3.25@ 4.60 
Croton A9@ oO. - See y oat Cc. aa 91% Malefern ........ .. 1.45@ = 1.60 
Cubebs 2.85@ 3.10 I ee. American ee 2.15 aaa 15.00@ 15.50 
Cumin , 7.25 i.d9 Pepper, black’ : 9 00@ Olibanum Deer erento re 3.25@ 
Curacao peels ee Peppermint, natural . 1.90@ 2.05 OFrTis ...-..--.5-- - 17.00@ 28.00 
Curcuma we oe 8 podiatilied 205@ 225 Patchouli ...... ... 16.50@ 18.00 
Cypress ............ &35@ 405 op titgrain, So. Amer. 1.30@ 1.65 Pepper, black ....... 1.00@ 4.60 
Dillseed ii ipl oo dar 3.30@ 3.60 i nemetth 2.40@ 2.65 Sandalwood ......... 16.00@ 
Elemi vie, SA gee ae Wess cccens 6.75@ 8.75 
Erigeron jooves Laewa tae eee * 3'00@ urea 
Estragon ... -++++ 38.00@ Pine needle, Siberia.. .71@ .80 DERIVATIVES AND 
Eucalyptus Aus. a » Pinus Sylvestris .... 200@ 2.15 CHEMICALS 
35-Br W ad. -s05000 37@ 43 Pumilionis ....... 2.20@ Mestnldehude 80 200 
Fennel, Sweet ...... 1.15@ 1.30 Rhodium, imitation .. 2.00@ 4.50 — en e 50% .. 7 c @ — 
Galbanum ......... 26.00@ Rose, Bulgaria..(o0z.) 6.50@ 22.00 coor 1 cee a > 0@ 0.0 
Galangal ........... 24.00@ Rosemary, French... 52@ .60 4Aichop CR 20.00@ 40.00 
Geranium, Rose, NEL i s0i1d:8 5 38@ ee 40.00@ 70.00 
Algerian ......... 4.15@ 4.40 Rue ............+05. 3.15@ es -ccsnckoewen 30.00@ 50.00 
re CU SEO BORG occ ccnccevcnsas 3.00@ yh a a 35.00@ 60.00 
er 16.00@ en ee 50.00@ Re ceskun biaRiaceaeacais 25.00@ 50.00 
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Aldehyde C 8 ....... 50.00@ Hydratropic Aldehyde 25.00@ 27.50 Mexican, cut ..... 2.50@ 3.00 


FW aEece aw nase 80.00@140.00 Hydroxycitronellal .. 5.50@ 10.00 Bourbon, whole ... 1.20@ 2.00 

SS ee ae kuckenen conus 50 .00@ 82 2.00 Indol, C. P. ....(0z) 2.65@ 5.00 South American .. 2.50@ 3.00 

CF Re clececawaeeadn 2.00@ 77.00 Iso-borneol ......... 2.30@ 

C38 scresvadeeues 75.00@ 105.00 Iso-butyl Acetate ... 2.65@ scwnnveinds 

C 14 (so-called) .. 15.00@ 35.00 Iso-butyl Benzoate... 2.75@ 3.25 TINCTURES 

C 16 (so-called) .. 20.00@ 4000 Iso-butyl Salicylate.. 3.00@ 6.00 Ambergris .......... 18.00@ 24.00 
Amyl Acetate ...... 85@ 1. 00 Iso-eugenol, dom. .... 4.00@ 5.00 Benzoin ............ 1.75@ 

Amy] Butyrate ..... 1.40@ 1.75 a rt EE BR eee eee 3.00@ 5.00 
Amyl Cinnamate 2.50@ ENON iiw'o osc eo dus 1.75@ a re 32.00@ 
Amy! Cinnamic Alde- DE wid ceed uxieas 216@ 8.00 COrris, root. .....c.cs 2.00@ 

Rati a te aie 4.25@ 6.00 Linalyl Acetate 90%. 2.50@ 2.75 Balsam Tolu ........ 1.50@ 
Amyl Formate 1.75@ 2.00 Linalyl Benzoate ... 10.50@ WEEE: secu ce vince ad 3.00@ 

Amyl Phenyl Acetate 5.00@ a Linalyl mee ... 10.00@ 12.00 
Amyl Salicylate, dom. 1.15@ 1.45 Menthol, Japan ..... 3.65@ 4.15 . . . paanlialiaet 

NR or ced cerns 1.65@ Synthetic seoeregehaed 300@ 4.00 SOLUBLE RESINS 
Amyl Valerate ...... 2.50@ 3.00 Methyl Acetophenone. 3.00@ 3.50 Ambrette ........... 18.00@ 
UNMIS ca aia ia Soa 0th 160@ 2.00 Methyl Anthranilate. 2.50@ 3.00 Benzoin ............ 2.75@ 4.00 
Anisic Aldehyde, dom. 3.35@ SUNG os eee ct veds 2.90@ Castoreum ......... 28.00@ 

CARCI os sas eeves 3.35@ Methyl Benzoate .... 1.85@ 2.25 Chypre ............. 13.00@ 
Benzaldehyde, U.S. P. 1.45@ Methyl Cinnamate .. 3.00@ BD iio ae Sin eR 80.00@ 

Oe ee Skvawnves 1.55@ 1.90 Methyl Eugenol ea 80@ 7.50 Galbanum .......... 6.00@ 
Benzophenone ...... 2.40@ 4.50 Methyl Heptenone ... 3.75@ 6.00 Labdanum .......... 6.00@ 7.00 
Benzylidenacetone 2.50@ 4.00 Methyl Heptine Carb. 20.00@ we re 6.50@ 7.00 
Benzyl Acetate, dom. .70@ .85 Methyl Iso-eugenol .. 8.50@ 12.50 Oak Moss .......... 14.00@ 16.00 

CORON cnee cena -70@ 1.00 Methyl Octine Carb.. 24.00@ 32.00 Olibanum .......... 3.50@ 6.00 
Benzyl Alcohol ...... 105@ 2.00 Methyl Paracresol .. 6.75@ 7.50 Opoponax .......... 6.00@ 12.00 
Benzyl Benzoate .... 1.05@ 2.00 Methyl Phenylacetate. 4.65@ 6.00 Orris Root .......... 18.00@ 35.00 
3enzyl Butyrate .... 5.50@ 6.25 Methyl Salicylate .. 42@ .50 Patchouli ........... 10.00@ 18.00 
Benzyl Cinnamate .. 7.00@ 900 Musk Ambrette .... 7.00@ 8.00 Peru Balsam ....... 6.50@ 
Benzyl Formate .... 3.35@ 3.60 Oo 7.50@ 9 50 Sandalwood ........ 12.00@ 16.00 
Benzyl Iso-eugenol .. 18.00@ 27.00 Ps Serica 2.80@ Rae MN ic ceeecewes 3.00@ 4.50 
Benzyl Propionate .. 2.00@ 5.50 Nerolin (ethyl ester) 1.50@ 1.75 Tolu Balsam ....... 4.50@ 6.00 
ND. ceive wae eek a4 160@ 2.25 Nonyl Acetate ...... 48.00@ WVORINGEW aseaneeeeu’ 15.00@ 25.00 
Bornyl Acetate ..... 1.75@ 8.00 Octyl Acetate ....... 32 00@ 

Bromstyrol ......... 4.00@ 5.00 Paracresol Acetate .. 5.25@ 6.00 [HT . 

Butyl Acetate ...... .60@ Paracresol Methyl CERTIFIED FOOD COLORS 
Butyl Propionate .... 2.00@ MED evden veenta 7.00@ 8.00 Amaranth .......... 350@ 4.00 
Butyraldehyde ...... 12.00@ Paracresol Phenyl Orange II ..... .... 3.50@ 4.00 
eee eee 1.15@ PRGINER: iv ccccantes 14.00@ 20.00 Tartrazine ......... 3.50@ 4.00 
Carvol .......+.0--- 3.75@ 4.25 Phenvlacetaldehyde Ponceau 3R ........ 6.00@ 7.50 
Cinnamic Acid ...... 4.00@ Ge Kixdtenceccees 5.00@ 7.00 Ponceau SX ........ 5.00@ 5.25 
Cinnamie Alcohol ... 2.85@ 3.50 imported ....... 5.00@ 7.00 Indigo ............. 15.00@ 
Cinnamic Aldehyde . 2.75@ 4.25 POD tice ee dteu wes 8.50@ 10.50 Erythrosine ........ 20.00@ 
Cinnamyl Acetate .. 10.00@ 1200 Phenylacetic Acid ... 3.00@ 4.00 Guinea Green B. .... 15.00@ 
Cinnamyl Butyrate .. 12.00@ 14.00 Phenylethyl Acetate.. 9.00@ 13.00 1, ight Green, S. F. .. 25.00@ 
Cinnamyl Formate .. 13.00@ Phenvlethyl Alcohol.. 4.50@ 5.00 Past Green, F. C. F. 30.00@ 

| a eee 2.60@ 3.00 Phenylethyl Butyrate 16.00@ 20.00 Yellow, A. B........ 3.50@ 
Citronellol, dom. .... 3.00@ 3.50 Phenylethyl Formate. 18.00@ Yellow, fun. 350@ 
CUIOMOUEE ccc cccescs 2.85@ 3.25 Phenylethyl Propio- Sunset Yellow, F.C.F. 3.10@ 3.25 

eer ore 3.75@ 5.00 DE eke ntgnccnecen 18.00@ Naphthol Yellow C.. 8.00@ 

Citronellyl Acetate .. 4.50@ 8.00 Phenylethyl Valerate. 20.00@ 

COGMORIR o6cevccess 4.00@ Phenylpropyl Acetate. 12.00@ 14.00 a on 

Cuminiec Aldehyde .. 62.00@ Phenylpropyl Alcohol 9.00@ 14.00 SUNDRIES 
Dibutylphthalate .... 30@ .36 Phenvlpropyl Aldehyde 12.00@ Alcohol, 190 proof 

Diethylphthalate ... .32@ 37 Rhodinol, dom. ...... 8.00@ 20.00 OO AMR sa occas arc 242@ 2.56 
Dimethyl Anthranilate 6.25@ _ 7.00 PME Ncdccninuns 9.50@ 22.50 Ambergris black .... Nominal 
Dimethy] Hydroqui- SRTOE chee eve new wns .32@ 36 MUIR a ratiee Legend ot 32.50@ 

DOE bs rteiewceses 4.00@ 6.00 Santalyl Acetate .... 22.50@ Baudruche skins, 

Dimethylphthalate .. .50@ -60 Skatol, C. P. ...(0z.) 9.00@ 10.00 AEM ae yan at 18.00@ 25.00 
Diphenylmethane .... 1.75@ 2.45 Styralyl Acetate .... 20.00@ Beaver Castor ...... 8.00@ 12.00 
Diphenyloxide ...... 1.20@ Styralyl Alcohol .... 20.00@ Castoreum ......... 20.00@ 
Ethyl Acetate ...... 30@ .50 Terpineol, C. P. dom. .36@ 40 Chalk, precipitated... .034%@ .06% 
Ethyl Anthranilate.. 5.50@ 6.00 REE ki hee cees .36@ 53 Cherry laurel water, 
Ethyl Benzoate ..... 1.45@ Terpinyl Acetate ..... 90@ 1.15 QOS cect weeas baa? 1.25@ 
Ethyl Butyrate ..... 1.25@ ES ade aainea 35@ (CGE OUNER. issue. 3.75@ 4.50 
Ethyl Cinnamate .... 4.00@ Thymol ............. 1.90@ 2.75 Clay, English ...... 02%4@ .03% 
Ethyl Formate ...... 1.00@ 1.25 Vanillin (clove oil).. 5.15@ 6.00 Kaolin ............. 06@ .08 
Ethyl Propionate ... 1.40@ 2.50 (guaiacol) ....... 4.65@ 5.25 Lanolin hydrous .... .18@  .20 
Ethyl Salicylate .... 1.15@ 2.50 Vetivervl Acetate .. 21.00@ 25.00 anhydrous ........ .20@ .23 
Ethyl Vanillin ...... 15.00@ 20.00 Violet Ketone Alpha. 5.00@ 10.00 Magnesium Stearate. .22@ 30 
Eucalyptol ......... 85@ 1.10 WE Saher owe eels 5.50@ 8.00 Musk, Cab. pods 
MN 54. oo eka 3.10@ 4.00 WOOEENE vwisconnnees 5.25@_ 8.00 Ge 22.50@ Nom. 
oe ee 3.10@ 4.00 Yara Yara (methyl che Cab., grained ... Nominal 
Geraniol, dom. ...... 2.00@ 6.00 GO) ceccitunvcs 1.50@ 1.75 Tonquin, pods ..... 20.00@ 

a) ae 2.10@ 5.00 ~ Tonauini, Gf. . «ces 27.00@ 

Geranyl Acetate .... 2.90@ 4.00 BEANS Orange flower water, 
Geranyl Butyrate ... 10.50@ 12.00 Tonka Beans, Para.. 1.00@ 1.25 ee ere 1.50@ 
Geranyl Formate ... 7.00@ 11.00 Angostura ....... 2.00@ 2.15 Petrolatum, white .. .06%@ .08% 
Heliotropin, dom. ... 2.10@ 2.40 Vanilla Beans Rose water, gal. ..... 1.25@ 

ee 2.50@ Mexican, whole ... 4.00@ 5.50 Saponin ............ 1.75@ 
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Talc, domestic, ton.. 18.00@ 33.00 


Rae 35.00@ 40.00 powdered ..... 
PE Kickewosnee 50.00@ 65.00 Patchouli leaves 
Zine oxide, U. S. P... .13%@ .15 Peach Kernel meal 
Zinc stearate ...... .21@ .28 Quince seed .... 


Reseda flowers, powd. 


CRUDE DRUGS Rhubarb root, 


Rice starch ..... 


a 9 or 
Almond FONE: oscenas 20@ ‘35 Rose leaves, red 
Cardamom seed, decort .65@ : 
Henna, powdered 14@ 28 pale ....... ca 
ae ee re : *“° Sandalwood chips 
Lavender flowers, se- Vetivert root 
lect 38@ SS. a 
neat ene ses o ‘on Violet flowers ... 
OWNORTY «2.22.00. .24@ 30 ee : 
Orange flowers ...... 4A0@ 1.00 GUMS AND 


Orris root, Florentine 18@ ea 
powdered ........ .21@ .70 Para 


Grasse Report for July 
(Continued from Page 297) 


and even though there are high-cost stocks on hand, 
orange blossom products have gone down considerably, 
varying from 2,000 to 3,000 francs on the concrete and 
néroli, as compared with prices that prevailed before 
the crop. 

bo ‘ 

Petitgrain 

This oil, whose manufacture is now in progress, has 

also declined in sympathy with the drop in orange 
flower products. 


Jasmin 

For this flower the horizon is even more overcast, 
its future giving rise to much discussion. Will the 
full crop be gathered and what price will the gathered 
crop bring? The Perfumers Syndicate will have a 
hard time of it to reach a decision that will please 
everybody. While the crops of roses and orange 
blossoms have ‘been gathered entire, it is highly un- 
likely that the jasmin yield will be similarly treated. 
What with requirements low and prospects for future 
recovery of the business dim, the Grasse refiners will 
hardly be induced to add to the stocks already ac- 
cumulated over two crop seasons. 

Various schemes have been considered to keep many 
growers from carrying out their intention to pull up 
existing plantations. A move in that direction is the 
proposal to pay the producer about 5 francs per kilo 
of flowers, on the basis of last year’s output, with no 
obligation on the grower’s part to gather the crop. In 
this way perfumers would be paying for flowers they 
will not receive while producers will be losing a part 
of their profits. This arrangement would only apply 
to proprietors who are bound by contracts. The open- 
market producers, the cooperative producers as well as 
the perfumer producers would still remain. 
tion then is how would these growers react and what 
stand would they take in the matter. 

Meantime, but for an exception or two, cultivation 
work on the plantations is reduced to the absolute 
minimum. On many jasmin farms the plants have 
been unhilled haphazard, the trimming has been done 
just as carelessly, while crops in other places appear 


The ques- 


to have been abandoned. 

Jasmin products continue declining in price along 
with almost all raw materials, a trend which can only 
grow stronger in view of the conditions surrounding 
the coming crop. 
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Orris root, Verona 


Balsam Copaiba, S. 





15@ -17 Balsam, Peru ....... 1.65@ 2.00 

Eee 18@ 55 TN -cclniannlvinaete 110@ 1.35 

-+++  .21@ i) Fir, Canada, gal. 12.00@ 12.50 

re a7 Oregon, gal. 1.50@ 1.75 

-++» 1105@ 135 Guarana ........... 115@ 2.15 
1.50@ 1.65 , . ws ninco . 

al 5 e Gum benzoin, Siam .. 1.30@_ 1.50 

powd. .28@ 00 : b= 

Te 12@ 15 PIED. ov css cave A0@ 45 

_...  85@ 1.25 Gum galbanum ..... 105@ 1.15 

se .40@ 50 Gum myrrh ........ .25@ 40 

.45@ eee ee 3.50@ _ 5.50 

css 30@ _ Olibanum, tears ..... 16@ ~~ .35 

Keke VY5@ 1.15 siftings 12% @ 14 

BALSAMS i. ee 40@ 3.35 

A. .26@ 30 Venice turpentine, 
ee .24@ .28 CPUS, OR. kc os .20@ 


Essential Oils 
(Continued from Page 296) 


these interests are intent upon getting the market up 
a little before they begin offering new crop goods in 
Whether they will be successful or not de- 
pends largely upon consumers. The larger ones have 
bought and are probably pretty well supplied with 
goods. If the smaller ones do not come in for sufficient 
quantities to uphold the market, there is grave question 
of the permanence of the present firm position. Spear- 
mint is in a position similar to that of peppermint. 
Wormseed is rather unsettled, demand having been 
very disappointing. Wormwood holds at recently pre- 
Minor domestic oils are generally un- 


volume. 


vailing prices. 
changed. 

Seed and spice oils continue at cheap levels. It is 
years since the spice market reached the point which 
it has touched this spring and until there is a recovery 
in this market, the oils are likely to be offering at 
bargain levels. Fortunately for the sellers the heavy 
spice season is now on and usually results in firming 
prices during the summer and autumn. 

Soap makers oils have been reasonably active. 
Geranium has advanced abroad and seems firmer here 
although there are one or two sellers at cheap levels 
whether for effect upon the market or to realize on 
goods previously contracted for cannot be said. Citro- 
nella has steadied considerably. Linalool and bois de 
rose remain cheap and plentiful nor is there any great 
amount of interest in them. Prices on most of the 
other oils remain low and the present would seem an 
excellent time for purchasing for consumption, es- 
pecially in view of the much firmer tendency noted in 
many of the important items on the list. 


Vanilla Beans 


World stocks of vanilla beans are still somewhat 
above normal if reports from good sources are to be 
believed. The crop of Bourbons has been a liberal one 
and the Mexican crop also larger than was anticipated 
by most interests. Naturally the current spot demand 
has shown improvement during the hot weather and 
this has accounted for a fair movement of beans in the 
local market. Contract buying has not been heavy 
however. 

Prices in New York remain at about the same levels 
as last month. The greater firmness in Bourbons has 
been no more than sustained and Mexicans remain un- 
changed. Shipment quotations also show no great 
variation from those of a month ago. 
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Official Report of Soda Water Flavors 
Manufacturers Association 

‘INCE our last month’s report of the activities of 
S the National Manufacturers of Soda Water Flavors 
Association matters more or less of a routine nature 
have occupied the attention of the executives of the 
organization. B. H. Smith, president, and Thomas J. 
Hickey, executive secretary are ever on the lookout for 
legislation or matters of any kind pertaining to the 
industry, and the members may rest assured that they 
will be advised immediately of anything affecting their 
Announcement has been made that the Asso- 
ciation’s annual convention will be held at Dallas, Tex., 
Nov. 9 to 13, 1931. 


interest. 


Pure Food and Drug Notes 


In this department will be found matters of interest con- 


tained in FeDERAL AND SrTarTeE official reports, etc., relating 
to perfumes, toilet preparations, flavoring extracts, soaps, 
etc. It is advisable also to look at our WASHINGTON 
CORRESPONDENCB, Soap SECTION, and other departments 
for further information. 





Notices of Judgments Given Under Pure Food and 
Drugs Act by the Secretary of Agriculture 
Among the notices of judgment given under the 
Federal Food and Drugs Act, No. 17701 to 17900, in- 
clusive, sent out recently by the United States Depart- 
ment of Agriculture, Washington, D. C., there were 
the following cases of misbranding: Nos. 17704 and 
17707, misbranding of grape juice; No. 17739, mis- 
branding of olive oil; Nos. 17751, 17758, 17765, 17769, 
and 17773, adulteration and misbranding of fluid ex- 
tract of ginger; No. 16867, adulteration and misbrand- 
ing of Pyorrhine tooth powder; No. 17927, adulteration 
and misbranding of Zi-O-Dine dental cream; No. 17928, 
misbranding of Dr. C. S. Williams’ Emedent pyorrhea 
mouth wash No. 1; No. 17935 and 17946, misbranding 

of Osmo Kaolin. 


French Trade in Vanillin and Derivatives 
The following table shows French foreign trade in 
vanillin and derivatives or substitutes: 


Exports Imports 


Kilos Francs Kilos Frances 
1928 ae F ‘ CH O0 6.268 000 6.000 230,000 
1929 te J 64.800 6.858 000 3.700 B238,000 
RO aa a tia) ean T7800 6,300,000 8.800 419,000 


(Value of france in 1928, 1929, and 1930 
States currency). 


$0.0892 United 
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Official Report of the Flavoring Extract 
Manufacturers’ Association 


‘INCE our last month’s report of the Flavoring 
h/ Extract Convention one matter of great importance 
to the members was brought to their attention in 
circular letter No. 352, sent out by the president, E. L. 
Brendlinger and approved by Attorney and Executive 
Secretary, Thomas J. Hickey. The body of the letter 
follows: 

“Application for renewal of alcohol permits may be 
filed on or after July 1st and not later than August 
31, 1931. 

“Our members no doubt will receive the customary 
renewal blanks from their local Supervisor of Permits. 

“But regardless of whether or not such blanks are 
received, our members should be sure to renew their 
alcohol permits before August 31st.” 

The numerous details attendant upon a convention 
have been occupying the attention of the officers. 

The following standing committees for 1931 to 1932 
have been appointed: 

Scientific Research: Frank L. Beggs, Chairman, 
Styron-Beggs Co., Newark, Ohio; Dr. F. M. Boyles, 
Jack Beverages, Inc., Brooklyn; Dr. John Glassford, 
McCormick & Co., Inc., Baltimore; Dr. E. J. Shanley, 
Baker Extract Co., Springfield, Mass.; Bernard H. 
Smith, Virginia Dare Extract Co., Inc., Brooklyn; 
A. F. Wussow, Price Flavoring Extract Co., Chicago; 
Charles S. Purcell, Joseph Burnett Co., Boston. 

Membership Committee: L. K. Talmadge, Chair- 
man, The Williams & Carleton Co., Hartford, Conn.; 
George B. Illsley, Twitchell-Champlin Co., Portland, 
Me.; Dr. F. M. Boyles, Jack Beverages, Inc., Brooklyn; 
Paul Joannes, Joannes Corporation, Los Angeles; D. T. 
Gunning, Arbuckle Bros., Chicago; M. G. Pierpont, 
Loewy Drug Co., Baltimore. 

Legislative Committee: B. H. Smith, Chairman, 
Virginia Dare Extract Co., Brooklyn; Dr. F. M. Boyles, 
Jack Beverages, Inc., Brooklyn; F. L. Beggs, Styron- 
Beggs Co., Newark, Ohio; J. A. Handy, The Larkin 
Co Inc., Buffalo; W. F. Meyer, Warner-Jenkinson Co., 
St. Louis, Mo.; Miller Winston, Blanke-Baer Extract & 
Preserving Co., St. Louis, Mo.; M. C. Albrech, The 
R. T. French Co., Rochester. 

Transportation Committee: C. F. Sauer, Jr., Chair- 
man, The C. F. Sauer Co., Richmond, Va.; F. S. Still- 
man, James H. Forbes Tea & Coffee Co., St. Louis, 
Mo.: L. P. Symmes, Baker Extract Co., Springfield, 
Mass.; Clark C. Nowland, the George H. Nowland Co., 
Cincinnati. 
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Costs Committee: 


L. K. Talmaége, Chairman, The 
Williams & Carleton Co., Hartford, Conn.; W. J. Sunn, 


Baker Extract Co., Springfield, Mass.; W. A. Karl, 
McCormick & Co., Inc., Baltimore. 
Trade Relations Committee: George M. Armor, 


Chairman, McCormick & Co., Inc., Baltimore; E. L. 
Johnson, Wixon Spice Co., Chicago; Leo Green, Boyce 
Extract Co., Brooklyn. 

Vigilance Committee: Executive Committee Members. 

Statistical Committee: J. A. Handy, The Larkin 
Co Inc, Buffalo; W. J. Sunn, Baker Extract Co., 
Springfield, Mass. 

Representative on Industrial Advisory Council: Fred 
S. Rogers, McMonagle & Rogers, Middletown, N. Y. 

Representative on the National Chamber of Com- 
merce: W. M. McCormick, McCormick & Co., Inc., 
Baltimore. 

State Committeemen: California—R. L. Joannes, 
Joannes Corporation, Los Angeles; Colorado—Wm. L. 
Myatt, Morey Mercantile Co., Denver; Connecticut— 
Guy Stanley, The Williams & Carleton Co., Hartford; 
Illinois—E. P. Price, Price Flavoring Extract Co., Chi- 
cago; Indiana—H. M. Gamble, Wabash Baking Pow- 
der Co., Wabash; Iowa—C. R. Joy, S. F. Baker & Co., 
Keokuk; Maine—C. M. Foss, Schlotterbeck & Foss Co., 
Portland; Maryland—W. M. McCormick, McCormick 
& Co., Inc., Baltimore; Massachusetts—George H. Bur- 
nett, Joseph Burnett Co., Boston; Michigan—Howard 
L. Jenks, Foote & Jenks, Jackson; Minnesota—C. P. 
Carroll, Griggs Cooper & Co., St. Paul; Missouri 
W. F. Meyer, Warner-Jenkinson Co, St. Louis; New 
Hampshire—D. E. Parmenter, Wakefield Extract Co., 
Sanbornville; New Jersey—F. S. Muchmore, Hallock- 
Denton Co., Newark; Western New York—J. A. Handy, 
The Larkin Co Inc., Buffalo; Eastern New York 
L. B. Parsons, Seeman Brothers, New York; Southern 
Ohio—Clark C. Nowland, George H. Nowland Co., Cin- 
cinnati; Northern Ohio—W. H. Hyde, The Abner Royce 
Co., Cleveland; Oregon—Leo Hahn, Wadhams & Co., 
Inc., Portland; Pennsylvania—John Clawson, The 
Clawson Co., Philadelphia; Rhode Island—B. B. Scott, 
Providence; Tennessee—L. G. Durr, Rigo Manufactur- 
ing Co., Nashville; Texas—Leo H. Furman, The Fur- 
man Co., Houston; Vermont—J. O. Kimball, Kimball 
Bros. Co., Inc., Enosburg Falls; Virginia—C. F. Sauer, 
Jr., The C. F. Sauer Co., Richmond; Washington— 
W. J. Kahle, Crescent Mfg. Co., Seattle; Wisconsin— 
W. J. Wiscott, Jewett & Sherman Co., Milwaukee. 


Report on Beverages and Flavors 

The report of the North Dakota Food Commissioner 
and Chemist, just issued, contains detailed reports on 
a large number of carbonated beverages, sampled and 
tested during 1930. It also contains reports on three 
samples of food flavoring extracts examined during 
the year. The report shows the beverages and ex- 
tracts to have been of uniformly good quality and ac- 
ceptable for sale in the state. The only point in which 
they fell below standard at all was in filling, weights 
being fractionally below those 


in some _ instances 


claimed on the labels. 
Moving Day 
They move easiest who have learned to dance.— 


Pope. 
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Rose Essential Oil 
Produced in Turkey 


Otto of Outstanding 


Turkey is rich in botanicals yielding essential oils. 
However, the only botanical at present cultivated in 
this country on a commercial scale for its essential 
oil is the rose, and even the otto of rose industry has 
declined considerably in importance during and since 
the World War. Exports of attar of rose from 
Turkey during 1929 were valued at $42,816, as com- 
pared with $93,097 in 1925. The United States has 
been only a fair market for Turkish otto of: rose 
during recent years, deriving its major requirement 
of this oil from Bulgaria. As yet, little effort has 
been made to encourage the Turkish otto of rose in- 
dustry, either by the government, or by the dealers 
and exporters. Until active assistance is given the 
small peasant producers, it appears that little further 
In addition to rose cul- 
tivation, there are other botanicals which grow wild 
or are cultivated in Turkey. Most of these are not. 
distilled for their essential oils in Turkey, but are 
shipped to European and other distilling centers. Dur- 
ing 1929, exports of medicinal and aromatic plants 
from Turkey amounted to 5,467 metric tons, value at 
$256,460. (Assistant Trade 


Keeler, Istanbul). 


development can be expected. 


Commissioner E. P. 


American Glycerin Exports, Imports and 
Production 

Exports of glycerin from the United States during 
the first quarter of 1931 aggregated 78,204 pounds 
valued at $10,713 as against 115,911 pounds with a 
value of $16,988 in the same period of 1930. During 
the 1931 first quarter, general imports of crude 
glycerin amounted to 2,914,104 pounds, valued at 
$166,795 compared with 1,082,825 pounds, with a value 
of $66,403 in the corresponding period of 1930. Im- 
ports of refined glycerin totaled 485,204 pounds, 
valued at $42,366, January to March inclusive, 1931, 
against 318,178 pounds, value $31,797 in the January- 
March period 1930. 

The following table shows the domestic production 
of glycerin during the first quarter of 1931 compared 
with the corresponding period of 1930: 

Reiinea 
Dynamite Chemically 
vlycerin pure 


Pounds Pounds 


10,351,505 18,306,203 


Crutle 
S00) Dosis 


Pounds 
35,187,818 


First Quarter 1951 


Production 

Factory and 
stocks (March 81, 1981) 13,561,891 
First Quarter 1930 

Production 

Factory end 
stocks (March 31, 


11,878,350 


9,027 575 


55,889,973 2,267,135 17,992,868 


warehouse 


1930) 14,617,409 10,221,071 6,920,710 


Hawaii Increases Purchases of American Toiletries 

Exports of toilet preparations from the United States 
to Hawaii increased from $587,000 in 1929 to $652,000 
in 1930. The most popular American product sold was 
toilet or fancy soap, which increased to $146,000. Ship- 
ments of dental preparations to the Islands increased 
from $54,000 in 1929 to $73,000 in 1930. There was but 
slight variance in the talcum powder sales amounting 
to $80,000. 
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German Chemists on Fats and Oils 
by Dr. J. Davidsohn 


T HE main subject matter of discussion at the meet- 

ing of the Section for Fat and Oil Chemistry of 
the German Chemical Society, held on the 27th and 
28th of May in Vienna, was the higher homologues of 
the fatty acids. The fatty acids of low carbon content 
are already known. During recent years a great deal 
of research work had been done in order to enlarge 
our knowledge of the higher members of the fatty 
acid groups. 

The first report was given by Mr. Bleiberg in behalf 
of Prof. Holde, Berlin, in whose institute a great por- 
tion of the research work mentioned was done. The 
saturated fatty acids of normal chains with 21 and 23 
carbon atoms were found until recently only in Japan 
wax (or Japanese tallow), that is to say, in a glycer- 
ide fat. E. Lehine Merling could isolate in Chinese 
wax (or insect wax) a fatty acid apparently with 27 
carbon atoms, possibly identical with the acid found by 
Gascard in Chinese wax, by Levy and Stockem in bees- 
wax, and also in Montan wax. The reporter, however, 
does not believe there is, in this case, really an acid 
He think, rather, that it is a 
compound of two acids with 26 and 28 carbon acids. 

The acids and their anhydrides with 20, 22, 24, 26, 
28 and 30 carbon atoms have been prepared in the 
laboratory of the Institute. 


with 27 carbon atoms. 


W. Normann of Chemnitz contributed to the ques- 
tion of alcohols with long chains in his paper on “The 
Catalytic Reduction of Fatty Acids to Their Alcohols.” 
He gave some very interesting facts concerning the 
proceeding and especially the catalyzers used. Ninety- 
five of a hundred of the fatty acids can be reduced into 
alcohols through the right method of catalytic redue- 
tion. 

Prof. Schrauble, Berlin, told later of patents given 
to the Deutsche Glychierwerke in 1928. The factory 
of this company is already practically working with 
these methods, manufacturing daily 500 kgs. of alco- 
hols with long carbon chains for different industrial 
purposes. 

The synthetic methods of wax manufacturing from 
“higher fatty acids” was the subject of a seminar held 
by Prof. Schrauble, Berlin. The artificial waxes of the 
I. G. Farbenindustrie are not synthetic, but natural 
products extracted out of Montan wax. The new 
methods of catalytic reduction of higher fatty acids 
to the corresponding alcohols and the compounding of 
these acids with their alcohols give as a result waxes 
with melting points of 73° to 83° carbon. It is, how- 
ever, not always necessary to use these alcohols with 
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Protest on Soap 
ATZER & CO, New York, in protest 436469-G 
claimed that merchandise classified as toilet soap 
and returned for duty at 30 per cent ad valorem under 
paragraph 82 of the Tariff Act of 1922 should be duti- 
able at 15 per cent. 

Justice J. McClelland in T. D. 16040 found on the 
record presented, including chemical analyses that the 
merchandise invoiced as horse brand soap, imported 
in 3% and 1 pound bars and sold to laundries, dry 
cleaning establishments, saddlery firms, and grocers, 
and used chiefly for dry cleaning, was not a toilet 
soap and therefore upheld the claim of the company. 

In protest 460096-G, W. X. Huber Co., Los Angeles, 
claimed that certain soaps should be dutiable at 15 
per cent ad valorem under paragraph 82 of the Tariff 
Act of 1922. 

Justice J. McClelland in T. D. 16191 held the soap 
dutiable at 15 per cent as claimed under paragraph 82, 
in accordance with stipulation of counsel and on the 
authority of abstract 12327. 
long chains in order to get products of a waxy charac- 
ter and high melting point. It should be observed 
that oxidized alcoholic products with five and six car- 
bon atoms give products of sufficient waxy character 
with fatty acids of longer chains. 

Parallel to these subjects of mainly theoretical char- 
acter there were reports of more analytic importance. 

Dr. E. L. 
methods in use to control the purity of fatty acids 


Lederer referred to the physico-chemical 


Dr. F. Halle gave a general review of research 
work made with the roétgenographic identification of 
fatty acids. 

Mr. Weigand 
natural fats. Each of the natural fats appear in 


reported about polymorphoty of 
several modifications, different crystallographic char- 
acters and different melting points, changing for seven 
There- 


fore, it becomes doubtful whether we can use in every 


different forms on a range of about 20° C. 


case the determination of the melting point for identi- 
fication of a natural or other fat. 

Dr. J. Davidsohn and E. F. Better (reported by E 
F. Better) gave some remarks and experiences on the 
subject of the determination of unsaponifiable matter 
in natural fats and soaps. 

Various other papers were given by Dr. Eisenstein, 
Prof. Teuffel, Dr. L6ffl and Dr. Cassel. 

The meeting was well attended from all sections; 
altogether 1361 of the society were present, four of 
whom came from the United States. The German 
Chemical Society now has 8,902 members 
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The Status of Whale Oil 


Conditions in the World Markets and Improvements 


in Production Methods Have Seriously 
Affected the Industry 


industry since the modern system of using floating 

factories was introduced, the world’s markets are 
today supplied with an unusually large quantity of oil 
as a result of record cargoes that have been caught 
It is reported that over 
200,000 tons of the oil are now held at foreign points. 
Such a large supply of oil in the face of unsettled busi- 
ness conditions throughout the world has had a very 
depressing influence upon its value. 

Large whaling ships such as the “Sir James Clark 
Ross,” carrying its latest record haul of approximately 
55,000 barrels of the “Tafelberg” a 16,000 ton 
whale oil factory, and the “Larson” a sister ship of the 
“Sir James Clark Ross” have played no small part 
in bringing about the present over supply of material 
in this country. 

The industry is considerably different from many 
others where prices are usually based upon open trad- 
ing. There is no bidding or trading, the actual trans- 
action being placed more on private terms before the 
whalers set out on their long voyage which runs into 
many months. Although there was no exact estimate 
of the value of the last cargo brought in by the “Sir 
James Clark Ross,” it is understood that Procter & 
Gamble, soap manufacturers paid the crew of the Ross 
between $1,500,000 and $2,000,000. During the eight 
months’ cruise through the Antarctic whaling seas, the 
“Ross” covered approximately 25,000 miles. Ten 250- 
foot boats were sent out by the mother vessel to run 
down the whales, and at times the smaller boats were 
away from the factory for four to five days. 

The over supply of oil is apparently world wide. 
Late advices from Norway state that the large com- 
panies there have decided not to hunt during the coming 
season. This decision means that vessels and equip- 
ment to the extent of $50,000,000 will be lying idle for a 
year and that 11,000 men will be out of work. The 
decision has nevertheless been well received in Norway, 
many realizing what it would mean to form new ex- 
peditions with the world carrying more than sufficient 
oil to take care of its requirements for some time. 
Authorities here say “that in the face of present eco- 
nomic conditions, it is not believed that additional ex- 
peditions will find it very profitable for another catch 
for at least four years. 

When the modern system of floating factories was 
first introduced many people believed that it 
lead to a great 


\ LTHOUGH whaling has become a very important 


over the past few seasons. 


oil; 


would 
stock but there is little 
proof that this has actually happened. On the last 
trip of the “Sir James Clark Ross,” Captain Oscar 
Nilsen, master of the large floating factory stated that 
the whales were more plentiful in the Antarctic waters 
this season than they had been for the last five years, 
and that the crew could have brought home a much 


reduction in 
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larger cargo if the factory had had ample space to 
stow it. 

This valuable whale oil which has been used for 
lubrication for many years, has also been meeting with 
increased favor for manufacturing purposes. It is 
widely used in conjunction with vegetable oils; for soap 
making; botching oil for jute; tempering oil for steel; 
in the manufacture of margarin in Europe, and to 
some extent for dressing leather. Likewise this is true 
in the use of mineral oil in the tempering of steel and 
as an illuminant, kerosene. It plays a very important 
part in animal tallows as well as greases, etc. 

The history dates back to more than a thousand 
years ago, when Vikings set out to hunt the sea giant 
whose money yielding powers were first discovered in 
Norway. Norsemen were the first to establish an ac- 
curate value of the oil. 

In the early days of the industry the blubber of 
whales off the shores of Northern Europe was tried on 
board the ships. Owing to the low yield, and often the 
lcw auality of oil secured, the whalers in later years 
brought the blubber to trying stations. According to 
reports a very extensive whaling industry has sprung 
up adjacent to the coast of South Africa during recent 
years, especially near Natal. Hunters in this particular 
territory usually blow the whale up with air after kill- 
ing, then bring the carcass immediately to the trying 
stations. 

Back in 1814, Peterhead, in Aberdeenshire, Scotland, 
was the seat of Greenland trade. It supplied the main 
outlet for the frozen lands’ wealth of whale oil products. 
The “Revolution” one of the greatest boats of that 
period was credited with the largest cargo of whales 
taken by any one vessel. Its crew consisted of 33 men. 
It carried approximately 44 whales which represented 
about 299 tons of whale oil, a great contrast with 
present day factories which carry between 100 to 245 
men and more than a thousand mammals. 

Although there are some whalers that continue to 
hunt sperm whales, the fin-backs and the huge blue 
whales are the industry. 
Sperm oil produces a liquid wax which is manufactured 
into spermaceti for use in the cosmetic industry. It is 
also used for candle making. 

Whale oil on the other hand is a fatty acid. It 
continues to command a slight premium over that of 
tallow because of its many advantages. It can be had 
at any hardness and always runs uniform. Tallow oil 
is said to run from 41 to 43 titre while whale oil when 
hydrogenated runs from 43 to 50 titre. 


more generally sought by 


More modern whalers such as the “Sir James Clark 
Ross” and the “Larsen” are so equipped that the car- 
cass can be hoisted aboard on a working platform where 
the blubber is stripped from the flesh. It is then put 
through a digester, or a strong closed vessel in which 
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THREE VIEWS OF A MODERN WHALER. 
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the substance 
heated under 
pressure. The best 
quality of oil is 
said to run off 
first at the lowest 
tempera ture, 
Further boiling 
sends off a second 
grade which is 
darker in color 
and with a more 
pronounced fishy odor. 


Both of these grades are put 
into tanks, and upon arrival, sold to soap manufac- 
The poorer grades are used as an illuminant 
and for dressing leather. The bones are also valuable 
and are sold to the fertilizer trade under the name of 


turers. 


” 


“whale bone. 

After the purchase of the crude oil by soap manufac- 
turers it is then put through a hydrogenation process. 
After forcing hydrogen gas into it in the presence of 
nickel catalyzers it becomes hardened in a cake or block 
form suitable for use in soap manufacture. The mole- 
cules in the oil give it a white appearance. A con- 
siderable amount of oil is still finding its way into the 
edible oil trade. 

The residue from the distillation of petroleum for 
kerosene which was discovered by Hiram B. Everest 
providing a lubricant superior to that obtained from 
either animal or vegetable oils, brought a marked 
change in conditions, many factors believing that the 
whaling industry would gradually go out of the picture. 
Contrary to expectations, however, the whaling industry 
has grown to be a very important trade. 
facturers have found this material very valuable in 
the manufacture of their products, and its use has been 
steadily increasing. 

Approximately forty two floating factories with two 
hundred and thirty hunting boats were used last winter, 
thirty factory ships with one hundred and fifty-five 
boats being registered in Norway, and the rest under 
foreign flags, chiefly British. 

The market for whale oil is rather dull. Prices were 
as high as $150 a ton during the 1928-29 season, but 
they sank to $125 when the result of last season’s 
hunt was sold. Practically the entire output of the 
season was sold last Fall, but as the production had 
been greater than anticipated, many of the purchasers 
tried to cancel their orders because of a sharp reduc- 
tion in prices following the great over production of 
oil. 


Soap manu- 
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TO THE DECK OF THE SHIP. 





LEFT:—THE “Sir JAMES 


BELOW:—A VIEW OF THE DECK 


SHOWING ONE OF THE HUGE POWER BONE SAWS AND THE STERN, 


RAMP THROUGH WHICH THE WHALES ARE HOISTED 
THIS SHIP REPRESENTS THE LATEST 


DEVELOPMENT IN THE WHALE OIL INDUSTRY. 


Photos Courtesy The Vacuum Oil Co., and “British Motorship” 
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Reports from London during the early part of 
March stated that a catch of whales producing 267,000 
barrels of oil, valued at £1,112,500 had been secured by 
the Anglo-Norwegian Holdings Fleet, the greatest 
British Empire unit in the whaling industry during the 
first twenty-one weeks of the 1930-31 season. The total 
is said to have exceeded the yield for the same period 
of the preceding season by 14,500 barrels. 

Whaling has become a very important part in in- 
dustry during this twentieth century, and its possibili- 
ties are looked upon with considerable optimism. 
Crews of whaling ships usually work on a system of 
shares. Expenses of the voyage are deducted from the 
total received for the cargo, and each man is then paid 
accordingly. Each and every individual makes a 
strenuous effort to secure the largest number of whales, 
one securing the greatest amount is given a bonus. 

The largest businesses of the world today are inter- 
ested in whaling. Up to this season there has been a 
ready and eager demand for this oil in the manufac- 
ture of soap, and as general business conditions im- 
prove, the consumption of this material is expected to 
assume more normal proportions. 

Data recently collected by the Census of Distribution 
show that sales of soap during 1929 amounted to $310,- 
192,000. In addition to the 282 manufacturing plants 
included in this report, there are 314 plants which make 
small amounts of soap as secondary products. Soap 
one of the most widely used products has been steadily 
growing in popularity until today the average per 
capita use is said to be about 37 pounds a year. 

Like whaling of old, much of the actual adventure is 
still in the game though the current day act of bagging 
a whale is also advanced with the time. The adventure- 
some elements that attracted ancient mariners to the 
industry ten centuries ago still remain, and it is an 
incentive to every man to go forth and experience the 
dangers and the many hardships that usually accom- 
pany such a voyage. 
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Soap Materials Market 


Vegetable Oils 
During the period just ended, there has been an im- 
provement in the demand and a better tone to most of 
the oils. 
the market on the whole has been holding fairly steady. 
Crude tank cars is steady at 4c lb. 
and 4%4¢ lb. New York for July/Septem- 
ber shipments and \c per pound higher for the last 
quarter of the year. Copra has been advancing stead- 


Some prices have advanced fractionally and 
coconut oil in 
Pacific Coast 


ily since our last review with the result that offerings 
of bulk coconut oil for future shipment from the Philip- 
pines are not being made as freely as they were a 
short time ago. 

Palm firmer abroad 
for future from Africa 
Stocks available for nearby deliveries from 


oils have become and offerings 


very light. 
Atlantic 


shipments are 
ports are quite small. 

Crude cottonseed oil throughout the South is steady 
to firm and there is but little offered for nearby ship- 
ment. Corn oil has been holding steady at 6%4c to 64ec 
lb. Midwest soya 
bean oil has been in good demand with sales at 5c lb. 
sellers’ tanks midwest mills and only limited supplies 


sellers’ tanks mills. Crude domestic 


are in sight between now and the arrival of new crop 
oil. 

Sulphur olive oil foots have remained comparatively 
inactive and the European markets soft. 
Carlots in barrels for shipment through the balance of 


have been 


the year from abroad are quoted today at 4%c to 5c 
lb. New York with commercial denatured olive oil, in 
drums, maximum 5‘; FFA for the same shipments at 
70c per gallon New York A. H. HORNER. 


Tallow 

The tallow market after a brief upturn shortly after 
our review of last month has been a very steady affair. 
Demand for all qualities has been quiet, but holders 
have been very steady in their price ideas and little 
change in the situation has been reported. The firmer 
trend noted in the vegetable oil market and in fact in 
all 


tations 


fats and oils has served to maintain current quo- 


on tallow. Greases as well. have been well 


sustained. 
found 


Closing prices on these materials will be 


under the appropriate heading in the adjoining 


column. 


Industrial Chemicals 
The the 


market has not been of any consequence and continued 


market has been quiet. Trading in spot 
reports of shading on current substantial inquiries are 


heard. Contracts for caustic soda are being ordered 
It is reported that the 
that the 
Other trades are 
There 


cannot be 


out with fair regularity. steel 


industry is behind in its quotas and soap 


‘ndustry has not taken up all due it. 


said to be about normal in deliveries. are 


rumors of unsettlement in prices but they 


Some so-called “outside brands” are 


being shaded but this is a normal development in the 


traced very well. 


summer months. Other chemicals are generally steady 


and without material change. 
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Prices of Soap Materials 


Tallow 
extra 


and Grease 

Tallow, 
Edible 
Fancy 

Grease, white 
House 


Yellow 


Fatty Acids 
Coconut Oil, 98°7 Saponifiable, tanks. 


Corn Cil, 95% 


Saponified 

Stearic Acid, single pressed 
Double pressed 
Triple pressed 


Soap Making Oils 
Castor No. 1, tanks 
No. 3, tanks 
Coconut, Ceylon Grade, tanks....... 
Cochin grade, tanks 
Manila grade, tanks 
Corn, crude, Midwest mill, tanks... 
Cotton, crude, Southeast, tanks 
Refined 
Foots, 50°. T.F.A. 
Lard, common No. 1, barrels 
Olive, denatured, max. 5% 
drums, gal. 
Foots, prime green, barrels........ 
Palm, Lagos, max. 20% F.F.A., drums 
Niger, casks 
Palm kernel, tanks 
Peanut, crude, barrels.............. 
Refined, barrels 
Soya beans, max 2°; 
mill, tanks 
Tallow, acidless, 
Whale, Crude No. 1, 
Refined, barrels 


Coast, tanks.. 


Glycerine 
Chemically pure, drums extra 
Dynamite, drums included 
Saponification, drums 
Soap lye 
Rosin 
Barrels of 280 pounds 
K 
M 
N 
Ww. 
Ww. 
X 
W ood 
Chemicals 
Acid, muriatic, 18°, 100 
Sulfuric, 60°, ton 
66°, ton 
Borax, crystals, carlots, 
Cyclohexanol (Hexalin) 
Naphtha, cleaners’, tankcars 
Potassium carbonate, 80 @ 85%... 
Hydroxide (Caustic potash) 

88 @ 92% 
Salt, works, ton 
Sodium carbonate 

light, 100 pounds 
Hydroxide (Caustic 
solid, 100 pounds 
Silicate 40°, drums, 
pounds 
Sulfate, anhydrous 
Phosphate, tri-basic 
Zine oxide 


pounds.... 


(Soda _ ash) 
Soda) 


works, 
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